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Notice of Opposition

Notice is hereby given that the following party opposes registration of the indicated application.

Opposer Information

Name Apple Inc.

Granted to Date
of previous
extension

02/14/2009

Address 1 Infinite Loop
Cupertino, CA 95014
UNITED STATES

Attorney
information

Joseph Petersen
Kilpatrick Stockton LLP
31 West 52nd Street - 14th Floor
New York, NY 10019
UNITED STATES
ipefiling@kilstock.com, scoates@kilstock.com, jpeterse@kilstock.com,
agarcia@kilstock.com Phone:212-775-8700

Applicant Information

Application No 77460315 Publication date 12/16/2008

Opposition Filing
Date

02/13/2009 Opposition
Period Ends

02/14/2009

International
Registration No.

NONE International
Registration Date

NONE

Applicant Fabasoft AG
Honauerstrasse
Linz, A-4070
AUSTRIA

Goods/Services Affected by Opposition

Class 009.
All goods and services in the class are opposed, namely: computer software, namely, computer
software for the use with business process management, workflow management, process control,
records management, document management, web content management, enterprise content
management, knowledge management, information management, customer relationship
management, information retrieval, information access, compliance management, facility
management, automation, business intelligence, enterprise resource planning, accounting, archiving,
searching; computer software for administering and managing, monitoring and diagnosing hardware
and software infrastructures and components in a computer network; computer software for tracing
and logging, performance analysis and service level management in hardware and software
infrastructures and components in a computer network; computer software for application and data
integration; computer communication software for managing the exchange of communication and
data

Class 041.
All goods and services in the class are opposed, namely: education services, namely, holding of and
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carrying out of classes, seminars, conferences and workshops in the field of computer hardware and
computer software training, word and data processing

Class 042.
All goods and services in the class are opposed, namely: Computer and technical consulting and
support services, namely, troubleshooting of computer hardware, software and network connection
problems; computer programming services; consulting and technical support services in the field of
the design and use of computer programs, computers, computer hardware and computer systems;
providing information concerning the use and design of computers and computer software over
computer networks and global communication networks; professional consultation in the field of
information technology, computer hardware, computer software and computer programming for
others; installation, maintenance and updating of computer software; professional consultation in the
field of computer hardware and computer software

Grounds for Opposition

Priority and likelihood of confusion Trademark Act section 2(d)

Dilution Trademark Act section 43(c)

Marks Cited by Opposer as Basis for Opposition

U.S. Registration
No.

1078312 Application Date 03/25/1977

Registration Date 11/29/1977 Foreign Priority
Date

NONE

Word Mark APPLE

Design Mark

Description of
Mark

NONE

Goods/Services Class 009. First use: First Use: 1976/04/00 First Use In Commerce: 1976/04/00
COMPUTERS AND COMPUTER PROGRAMS RECORDED ON PAPER AND
TAPE

U.S. Registration
No.

1114431 Application Date 03/20/1978

Registration Date 03/06/1979 Foreign Priority
Date

NONE

Word Mark NONE

Design Mark

Description of
Mark

THE MARK CONSISTS OF A SILHOUETTE OF AN APPLE WITH A BITE
REMOVED.

Goods/Services Class 009. First use: First Use: 1977/01/00 First Use In Commerce: 1977/01/00
COMPUTERS AND COMPUTER PROGRAMS RECORDED ON PAPER AND
TAPE



U.S. Registration
No.

2715578 Application Date 07/01/2002

Registration Date 05/13/2003 Foreign Priority
Date

NONE

Word Mark NONE

Design Mark

Description of
Mark

NONE

Goods/Services Class 009. First use: First Use: 1977/01/01 First Use In Commerce: 1977/01/01
Computers hardware; computer hardware, namely, server, desktop, laptop,
notebook and subnotebook computers; hand held and mobile computers;
computer [ terminals and ] monitors; personal digital assistants; portable digital
audio players; electronic organizers; computer keyboards, cables, modems;
audio speakers; computer video control devices, namely, computer mice, [
trackballs, joysticks and gamepads; ] a full line of computer software for
business, home, education, and developer use; computer programs for personal
information management; database management software; [ character
recognition software; telephony management software; ] electronic mail and
messaging software; [ telecommunications software, namely for paging; ]
database synchronization software; computer programs for accessing, browsing
and searching online databases; operating system software; application
development tool programs; blank computer storage media; fonts, typefaces,
type designs and symbols recorded on magnetic media; computer software for
use in providing multiple user access to a global computer information network
for searching, retrieving, transferring, manipulating and disseminating a wide
range of information; computer software for use as a programming interface;
computer software for use in network server sharing; local and wide area
networking software; computer software for matching, correction, and
reproduction of color; computer software for use in digital video and audio
editing; computer software for use in enhancing text and graphics; computer
software for use in font justification and font quality; computer software for use to
navigate and search a global computer information network, as well as to
organize and summarize the information retrieved; computer software for use in
word processing and database management; word processing software
incorporating text, spreadsheets, still and moving images, sounds and clip art;
computer software for use in authoring, downloading, transmitting, receiving,
editing, extracting, encoding, decoding, playing, storing and organizing audio,
video, still images and other digital data; computer software for analyzing and
troubleshooting other computer software; children's educational software;
computer game software; Computer graphics software; [ Computer search
engine software; ] Web site development software; computer program which
provides remote viewing, remote control, communications and software
distribution within personal computer systems and across computer network;
computer programs for file maintenance and data recovery; computer
peripherals; instructional manuals packaged in association with the above



U.S. Registration
No.

2753069 Application Date 07/23/2002

Registration Date 08/19/2003 Foreign Priority
Date

NONE

Word Mark NONE

Design Mark

Description of
Mark

The mark consists of the design of an apple with a bite removed.

Goods/Services Class 042. First use: First Use: 1980/09/00 First Use In Commerce: 1980/09/00
Application service provider (ASP), namely, hosting computer software
applications of others; computer services, namely, displaying the web sites and
images of others on a computer server; computer diagnostic services;
installation of computer software; updating of computer software; maintenance
of computer software; computer hardware development; integration of computer
systems and networks; monitoring the computer systems of others for technical
purposes and providing back-up computer programs and facilities; computer
consultation, design, and testing services; consulting services in the field of
design, selection, implementation and use of computer hardware and software
systems for others; computer data recovery; computer programming for others;
research and development of computer hardware and software; website design,
creation and hosting services; computer services, namely, designing and
implementing web sites for others; computer services, namely, providing search
engines for obtaining data on a global computer network; providing use of on-
line non-downloadable software for communications via local or global
communications networks, including the Internet, intranets, and extranets;
computer consultation, namely, analyzing data to detect, eradicate, and prevent
the occurrence of computer viruses; computer consultation, namely, services
relating to the protection of computer hardware, computer software, computer
networks and computer systems against computer viruses, attacks, or failures;
computer consultation, namely, services for optimizing the performance and
functionality of computer software and communications networks; technical
support services, namely, troubleshooting of computers, computer software,
telecommunications, and the Internet systems; leasing of computers, computer
peripherals and computer software; leasing computer facilities; providing
information in a wide variety of fields over computer networks and global
communication networks; computer services, namely, creating indexes of
information, web sites and other information sources available on computer
networks; providing information concerning a wide range of text, electronic
documents, databases, graphics and audiovisual information

U.S. Registration
No.

2808567 Application Date 10/02/2002

Registration Date 01/27/2004 Foreign Priority
Date

NONE

Word Mark APPLE



Design Mark

Description of
Mark

NONE

Goods/Services Class 042. First use: First Use: 1980/09/00 First Use In Commerce: 1980/09/00
COMPUTER CONSULTATION, DESIGN, TESTING, RESEARCH AND
ADVISORY SERVICES; RESEARCH AND DEVELOPMENT OF COMPUTER
HARDWARE AND SOFTWARE; MAINTENANCE AND REPAIR OF
COMPUTER SOFTWARE APPLICATIONS; UPDATING OF COMPUTER
SOFTWARE; COMPUTER PROGRAMMING SERVICES; PROVIDING
INFORMATION CONCERNING COMPUTERS AND COMPUTER SOFTWARE
OVER COMPUTER NETWORKS AND GLOBAL COMMUNICATION
NETWORKS; COMPUTER SERVICES, NAMELY, HOSTING WEB SITES AND
PROVIDING WEB SITE OPERATION AND MANAGEMENT SERVICES TO
OTHERS; COMPUTER SERVICES, NAMELY, PROVIDING SEARCH
ENGINES FOR OBTAINING DATA ON COMPUTER NETWORKS AND
GLOBAL COMMUNICATION NETWORKS; LEASING OF COMPUTERS,
COMPUTER PERIPHERALS AND COMPUTER SOFTWARE

U.S. Registration
No.

3298028 Application Date 08/02/2006

Registration Date 09/25/2007 Foreign Priority
Date

NONE

Word Mark NONE

Design Mark

Description of
Mark

NONE

Goods/Services Class 035. First use: First Use: 1981/03/01 First Use In Commerce: 1981/03/01
Arranging and conducting trade shows, and trade show expositions and
exhibitions in the fields of computers, computer software, online services,
information technology, and consumer electronics
Class 041. First use: First Use: 1981/03/01 First Use In Commerce: 1981/03/01
Education and training services, namely, conducting classes, workshops,
conferences and seminars in the field of computers, computer software, online
services, information technology, internet website design, video products and
consumer electronics; arranging of exhibitions, seminars and conferences;
arranging professional workshop and training courses; computer education
training services; training in the use and operation of computers and computer
software; providing a website for the uploading, sharing, viewing and posting of
photographs, digital images, movies, videos, online journals, namely web blogs
in general interest fields, and other related multimedia entertainment materials
over a global computer network; providing fitness and exercise facilities;
Physical fitness consultation and instruction; providing on-line publications in the
nature of newsletters in the field of computers and education; providing
information in the field of education via the internet; providing information in the
field of entertainment via the Internet concerning movies, music, videos,



television, celebrities, sports, news, history, science, politics, comedy, children's
entertainment, animation, culture, current events
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The Harris PO@ $71, July 17,2007 

Coca Gala On Top For First Time In Anhual'!Best Brands' Harris Poll 

After 

Seven 

Years At Number One, Sofiy Drops To $ e m d  

C o ~ a  Cola cbntinuee its rise as it moves into the tap position of the annual Harris PM of "best > 2CQP 
;F 1cm 

brands" for the first time and rises from No. 3 last year. Sony. which had been in the 

top 

position for 2 ~ 0 9  
seven straight years, drops one spot to No. 2, wh~le Toyota, previously in the fourth position, moves 
up to 

No. 

3. Dell, which had been ~n the second spot last year drops two spots to No. 4 this year. deoteh 731s N d  

These am::mnb of the msults of a nationwide ~af&:~dil :0f &372 U,S, . . . . .  mdts . smeyi2d online by 
~anis~lnteraetihe@between. dune Sand 11,20071 Survey tmQon~e$:were..~naldedand a:.list:of 
brandnameswa$;hot pres6nted fo'respondenta, The results from' this Suwey cannot be5ambarsd 
to fes&~l!s of the Hanis Lnteractive 2007 EquiTrend Brand Study results, as the methodologies for the 
W e y s  differ. 

The ofher Places on the top10 list 

of 

best brands are taken by ford No. S), Krafl Foods (No. 6). 
Pepd Cola (No. 7 ), Microsoft (No. 8). Apple (No. 9) and Hmda (No. 10). Two brands 

dropped 

out of 
this iiii this year, Hewlett Packard (was No. 7) and General Electric (No. 8). 

T O P  Of mlnd aSsociatbn with being "best" is a good positron for any brand," said Robert Fronk, 
Senior Vice PreslUent. Brand and Sltategy Consulttng. Harns Interactive. 'For a truly successful 
brand relationship though. the objective is not just awareness, but to foster the ongoing process and 
outcome of brand engagement, which requires more custom and sophisticated measures based 
upon the interaction of the brand and 

its 

desired audience." 

Analysis By Industry 

Three industries are represented on this yeafs list. Four of the companies are from the Electronics 
industry, while three are each from Autos and Consumer and Package Goods. 

Changes Since Last Year 

Most of 

the 

brands in this year'sTop 10 list have not moved up or down substantially. The tnOSt 
notable changes are Honda, falling from No. 6 to No. 10 and Krafl Foods which 

rose 

from No. 9 to 
No. 6. 

A Decade Ago ... 

One interesting thing to note 

is 

the changes from 1997 and what a difference ten 

years 

makes. Only 
four of this year's top ten brands were on the list back then: Ford (which was No. 1). Sony (which 
was No. 3). Coca-Cola (which was No. 7) and Pepsi Cola (which was No. 10). 

TABLE 1 

BEST BRANDS 

W e  would like you to think about brands or names of products and services you know. Considering 
everything, which three brands do you consider the best?" 

(All three replies combimd) 



Base: All Adults 

Note: These are spontaneous replies. Respondents are ml read or shown a list 

of 

brand names. 

' Not in Top 10. 

= Indicates a tie. 

BRANDS THAT DROPPED OUT OF TOP-10 THIS YEAR 

Hewlett Packard (was No. 7) and General Electric (was No. 8) 

TABLE 2 

NUMBER OF INDUSTRIES REPRESENTED IN THE TOP-TEN LIST 

Includes Microsoft 

Methodology 

This Harris pollQ was conducted online 

within 

the United States between June 5 and 11,2007 
among 2.372 adults. Figures for age. sex, racelethnicity. education. region and household income 
were weighted where necessary to 

bring 

them into line with their actual proportions in the 
population. Propensity score weighting was also used to adjust for respondents' propensity to be 
online. 

All sample surveys and polls, whether or not they use probability sampling, are subject to multiple 
sources of error which are most often not possible to quantify or estimate, including sampling error. 
coverage error, error associated with nonresponse, error associated with question wording and 
response options, and post-survey weighting and adjustments. Therefore, Harris Interactive avoids 
the words "margin of error" as they are misleading. All that can be calculated are different possible 
sampling errors with different probabilities for pure, unweighted, random samples with 100% 
response rates. These are only theoretical because no published polls come close lo this ideal. 

Respondents for this survey were selected from among those who have agreed to participate in 
Harris Interactive sutveys. The data have been weighted to reflect the composition of the adult 
population. Because the sample is based on those who agreed to particip&e in the Harris 
Interactive panel, no estimates of theoretical sampling error can be calculated. 



These statements conform to the prlnciples of disclosure ofthe National Council on Public 
Polls. 

J 30887 

Q 557,559,560 

@2,2007, Harris Interactive Inc. All rights rese~ed.  Reproduction prohibited without the express 
written permission of Harris Interactive. 

P r n  
Printer Friendly Version of this Release 

PRIVACY INVESTOR RELATIONS SURVEY DEMO JOIN OUR PANEL SITE MAP SEARCH 

a2007 Harris lnteractive Inc All rights resewed. 
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brandehanne!qE""" 

Apple Shirres: 
2001 Mtks'Choice Award Resldts 

By Robin 0. Rbacb 

Brandchamd'8 2001 Flbadm' Cmee survey 
ixmk.. by bmcWumel coin and nted by 
bur &~c*?&Q &erS yiW aacM !krp?kw 
lbgUlb - nbl Me k&$t 81 w f d ~ h  pl~d quirky 
brands like Appte. Nokla, Vdlrswagen, Pkqrtt 
IWspy Kreme. H+o Kt ty  and 0mga.m, at 
the Mp Of ma pile. 

Methodofogy & Background 

At the end of last year, we invited our readers to vote for what brands should 

receive 

Brandchannel's 2001 Readers' Choice Awards, in the first of 

an 

ongoing annual tracking 
survey to rate the 

effectiveness 

of branding strategies. 

To focus the survey, a preliminary list was devised of qualifying brands in each of five 
areas. The final llst comprised 155 giobal brands, 125 European & African 

brands, 

107 US 
& Canadian brands, 68 Asian-Pacific brands, and 28 Latin American 

brands. 

The 

list was 
compfled after querying a 

select 

group of international Industry experts on their top 10 
brands for 2001. 

Readers could vote for up to five brands per 

region. 

We received 

a 

total of 2205 
completes from November 15, 2001, to December 31, 2001. 

For the purposes of the survey, 

we 

deflned 

potentlal Readers' Choice Award-wlnhing 
brands as those that had the most impact on our lives in 2001. That is, Brandchannel's 
Readers' Choice Award winners are not necessarily the biggest or the ones with the most 
revenue - they are the ones that makes us stand up and take 

notice. 

The responses 

certainly made us stand up and take notice as, surprisingly, 

Immensely 

familiar brands 
like Nlke and Coca-Cola did not make the top five choices. 

Global Bralrd Ranking 

Winning Brandchannel's official 2001 Readers' Choice Award was Apple with 14% of the 
globai 

vote. 

Nokta and 

Volkswagen 

tied at 12% followed by a tle between GoogIe.com, 
Absolut 

and 

Starbucks 

(10%). 

Each of these six brands has pioneered a strong consistent 

brand 

platform and gained 

a 

fiercely 

loyal 

customer 

base. 

Of the six, California-based 

search 

engine 

Google,mm, the relative newcomer among 
classics, is 

a 

rare 

success in the world of dot-corns; Google actualiy generated US$ +60M 
in revenue 

according 

to Wall Street Journal estimates for 2001. The strength of the brand 
coupled with a money-making business plan makes it a standout in the dismal dot-Corn 
annals. 
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Headquartered in Cupertino, 

California, 

Apple's 

conslstent attention to Innovation can 

be 

seen in the dizzying release of such products as the new iMac, OS X I  and the IPod. AS two 
of our readers summed It up, "[Apple Is] creative; keeps surprislng the consumer," and 
'[it has] superior product and differentiation to the max." 

Similarly, Nokla's pulse on consumer cravings has been staggeringly accurate. Although 
the Industry leader's share price did not show a brilliant year relative to the previous 
decade, 2001 still saw a market capitalization that was only slightly below Finland's own 
gross domestic product (market cap of US$ 111B/EUR 1268; Financial Times). 

Another brand that clearly earned its ranking through an astonishing ability to fill a need 
is the Seaftle, Washington-based Starbucks. The international rollbut of Starbucks is only 
topped by the seemingly unending acceptance of the Starbucks experience from China to 
Kuwait. It's impressive; but not until the Italians start sipping a Starbucks "tall," can we 
truly concede the big bean has arrived. 

Recognition for Absolut and Volkswagen Is not surprising given their consistent genius 
when it comes to branding. Described by an Absolut spokesperson as "smart, stylish, 
creative and witty," the Stockholm-based Absolut brand has tapltalited on those qualities 
to give its clear liquid personality while also trying to  expand into new media. Meanwhile, 
favored innovator Volkswagen, headquartered in Wotfsburg, Germany, keeps the 
competition struggling with new product delights from qulrky designs to high-tech diesels. 

Regional Rankings 

I n  Europe and Africa, Nokia was received a regional Readers' 

Choice 

Award with 16% 
of the vote, followed closely by the Dutch-owned (Swedish In orlgln) Ikea (lSO/o), and 
Absolut (14%). Fol~r th  and fifth were the UK's entertainment, media and travel brand 
Virgin with 13%, and the Munich-based automaker BMW at 12%. Relative newcomers, 
Orange, 

whose 

parent company is France 

Telecom, 

and Austrian beverage Red Bull, 
which has garnered almost 70% of the worldwide energy drink market, both tied a t  
11%. 

Cholces in  the US and Canada showed interesting resdts as well. Atcordlng to our 
readers, the brand with the most impact In the US was Target (22%), a national 
discount retail chain. Positioned as up market from Wat-Mart and the ailing Kmart and 
on a par with Kohl's, Target's main appeal can be found In its promise to  offer great 
price and value to shoppers. 

Next in  line for American and Canadian brands is Apple witb 118% of the vote, followed 
b y  Winston-Salem, North Carollna-bas+2d doughnut Maker, Krlspy Kreme (14%) and 
Atlanta-based softdrlnk giant Coca-Cola at 13%. I n  a three way tie at 11% is 
Google.com, Starbucks, and Martha Stewart, the one-woman pubiishing, media, 
merchandislhg conglomerate based in New York Clty. 

I n  Asia-Pacific, 

Japanese 

brands did very well with three brands among the top five. 
Tokyo-based Sony, the world's number two consumer electronics firm (after 
Matsushlta), leads the pack at  37%, followed by Seoul-based Samsung at  19%, and at 
18%, Toyota - Japan's top carmaker and the world's fourth by sales (after General 
Motors, Ford, and DaimlerChrysler). 

Singapore Airlines, with stakes in Virgin Atlantic Airways and Air New Zealand, came in 
at 17%. Singapore Airlines is notable as one of the few airline brands to do well on our 
survey (although the New York-based carrier JetBfue came withln the top ten choices 
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for USfCanada brands). The Japanese brand Hello Kitty from Sanrio 

(Tokyo) 

and 

Australian 

guidebook 

series Lonely Planet 

tied at 15%. 

I n  Latin America, beverage 

brands 

showed 

strong results with Mexico's Corona in first 
(3S0h), Argentina's 

Quilrnes 

and Cuba's Bacardi tied for second (25*/0), and Chile's 
Concha y Toro in fourth (18Oh). Brazilian bank Itat; and 

Argentine 

candy 

manufacturer 
Arcor tied at third with 22%. Argentina's Pecom Enetgia (Pete2 Companc) takes up the 
number flve position with 16% of the vote. The strong showing of Argentina's brands 
can only bring encouragement as many of them are currently facing the troubling 
effects of that country's 

devastated 

economy. 

Write-in Results and Comments 

To compensate for human error on the part of brandchannel and 

open 

the flwr 
completely to  our well-informed readers, we invited readers to write In votes for any 
brands they bld not see represented among the lists. In this capacity, we received over 
600 write in votes, many which were too small in number to count. 

Among the strong write in votes 

were 

Shaumbuq, Illinois-based Motorola, the number 
two global manufacturer of moblte phones (behind Nokla), and American payment 
system Mastercard. Second only to Visa, Mastercard's plans for expanslon include a 
merger with Europay, its European counterpart. 

Also of Interest among write-in votes were the amount of organizations and people tied 
to the September 11 attacks on the US. People such 

as 

Osama bin Laden, George 
Bush, and former New York City Mayor 

Rudy 

Glulianl and organizatlons/places such as 
the media outlet Al lazeera, the Fire Department of New York, and the city of New York 
itself rated strongly among write-in responses. Many of these 

were 

accompanied 

by 
carefully worded comments justifying the choice 

based 

not on whether the voter 
agreed or disagreed with the actions, but rather on the crlteria set out by the orlglnal 
guidelines: "the brand that had the most impact on your world in 2001." 

Voter Profile 

Brandchannel's viewership resides in over 90 countries and comprises a complete 
spread across levels and disciplines. The following profile is based 

on 

self-reported 
information volunteered from 75% of our readers. 

Fifteen percent of brandchannel readers comprise the highest echelons of business 
from CEO5 amd Chairmen to Managing Directors and Senior Vice Presidents. Twelve 
percent work directly in marketing-communications, with titles such as Marketing 
Director and CMO; an equal number (12%) serve as Account 

Managers 

or Client 
Service Directors. 

Nine 

percent are brand strategfsts, consultants, 

planners, 

or 
analysts. Seven percent make up the design community, and eight percent are 
involved In academia, either as students or professors. 

[4-Mar-20021 

- -.-...- 
Brandchannel 

will 

be conducting 2002 Readers' Choice Awards. For those wishing to 
participate in the inrYial drafting of a 

shortlist 

thfs autumn, please email us with 

a 

brief 

description of your expertise and regional 

background, 

and 

you will be 

added 

to the 
contact list. 

For those who wonder 

how 

they could improve 

their 

branding 

to reach 

greatness, 

please 

read our article on What Makes a Brand Great. 
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Google Ranks First: 
2002 Readers' Choice Awsrd R e w b  

By Robin 0. Rusch 

Which bran@ had the most Impact on your 
tife In 20023 Brandchannel's second annual 
Readers' Clmca Award results are in, and 
this yeark ainnen iMlode Google. Nokla, 
Target. LG ElectForiis. and C m a .  

Global: Infinite Reach 

Superhero search engine Google leads the global cholce among 1,315 respondents with 
15 percent of the vote, climbing to the top from last year's fourth place position. 

What's so speclal about Google that it was chosen for the worldwide 2002 Readers' Cholce 
Award? Perhaps because it is absolutely the tool of the moment to make the best use of 
the Internet (the other perfect tool of our day). Started by a couple of techies, Google is 
kind enough to  hide its high-tech interior from the public and give us nothing but a 
friendly, easy to use, clear, clean exterior. 

Google is also an up-to-date chronicle of our own obsessions. For instance, the fact that 
"job search" was one of the top ten rising search queries on Google in January is not 
surprising, but would you believe that hassled little Isla Perejil was among the top ten 
news queries of last year? Or would you have guessed that Ronaldo and Zidane couldn't 
outscore David Beckham for top sports names Googled in 2002? And what about the use 
of the verb "to Google," which has swept into our everyday conversation so rapidly? 
Google has become indispensable in such a short period of time, by focusing on what it 
does well -- returning likely results on a search query. Will i t  avoid the temptation to 
branch out to  the portal market llke Yahoo! and MSN? Next year's Readers' 

Choice 

Award 
survey will reveal how well Google continues to handle its brand. 

Not far behind Google with 14 percent of the vote is Apple (2001 Readers' Choice Award 
winner). Beloved by a small but vocal contingency, Apple has an overall market share of 
less than 3 percent worldwide and less than 5 percent in the US, its "strongest" market. 
Nevertheless its steady array of new product releases and cheeky David-to-Goliath 
positioning makes it hard not to notice and perhaps explains why our readers tend to 
favor it. 

Caffeinated treats Coca-Cola and Starbucks are third (12 percent) and fourth (11 percent) 
with furnishings retailer Ikea setting up home a t  fifth place with 10 percent o f  the readers' 
global vote. 

US & Canada: Bull's-eye 
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I n  the United 

States 

and 

Canada, Target takes the lead with 19 percent of the vote based 
on 1,983 respondents in thls section. Apple follows close behlnd at 18 percent, showlng a 
similar trend to the 2001 results where Target took top prize and Apple pulled In second. 
North Amerlcans clearly have strong feelings about their coffee and doughnuts as retail 
coffee 

house 

Starbucks and doughnut joint Krispy Kreme received 13 and 12 percent of 
the vote respectively; both of these brands have been tirelessly expanding to bring a hot 
steaming cup of coffee 

and 

a freshly glazed doughnut to an outpost near you. Tying wlth 
Krispy Kreme is the fashionably 

cheap 

New York-based 

airline, JetBlue. 

Target, Apple, Starbucks and 

Krispy 

Krerne 

were all in the top ten US and 

Canada 

category last year, 

and 

their continued Impact is not surprising given that they are all 
brands that are expanding and Innovating on a regular basis. 

However, 

JetBllre's rise from 
11th place In 2001 to tie at fourth place i n  2002 is evidence of fast-growing int??ri?St In 
this three-year-old brand. 

Proving 

that cheap doesn't necessarily mean nasty, JetBlue 
offers leather seats, personal TV unlts, efficient ticketing, on-time arrlvaf and departure 
and above all, excellent customer service. After 2002's abysmal showing for commercial 
airlines, it's astonishing that JetBlue's revenue grew by 98 percent, 

Coca-Cola, among last year's top five winners, 

slips 

down to number seven in 2002, 
contrary to its rise In the global section where it rose from tenth to third. 

Europe & Africa: Connected 

Finnish cell phone brand Nokia earns top spot for Europe and Africa again thjs year with 
19 perceht of the regional vote among 1,290 respondents. With 40 perceht of the 
worldwide cell phoFIe market, Nokla's "closest" competition i n  this field is Motorola wlth 14 
percent of the market followed by Samsung wlth 11 percent; former nemesis Ericsson (5 
percent) appeats to be left on hold. 

Dutch-owned, Scandinavian-style furniture retailer Ikea also makntains Its positlon from 
2001 placing second In 2002 at 16 percent. 

Present 

i n  over 30 countries, Ikea's 
reasonably priced but stylish wares have managed to remain fresh throughout decades 

of 

decorating homes. 

Mlni's relaunch earns It third place at 15 percent, edipsing its parent BMW (at 12 
percent). 

Swedish 

brand Absolut dipped two places fmm fast year to fifth place with 12 
percent of the Europe/Africa vote. 

Prevlous top five placeholder V~rgln lands hard at fourteewh place for 2002. This Is a little 
surprlslng since the goal was to choose the brand with the most impact In 2002. One 
imagines that the debacle Vtrgln faced at home with its foray into the recently privatized 
British rall system qualified as quite an impact on commuters. 

Asia-Pacific: Plugged In 

Electronics top the list for Asia-Paclflc brands in 2002 wlth technology and 
entertainment brands from South Korea and Japan taking the first four positions. 
Among 800 voters in thls region, 24 percent chose the South Korean btand LG 
Electronics as the Asia-Pacific brand wirh the most Impact in 2002. Folrnded in 1958, 
LG (formerly Goldstar) was among the brands leading Kotea's technology revolutlon 
and has continued to dominate the electronics market ever since. LG Electronics' 
stated goals for 2005 are to become a global leader, become synonymous with 
customer service and improve internal brand alignment; based on the impact It's had 
on our readers, It appears to be heading toward achieving those goals. 

LG's local Korean competitor Samsung placed second with 22 percent of the vote. This 
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electronic 

brand's 

recent 

attention to innovative design and improved quality with 
consumer products, like phones, TVs, PDAs, and audio devices, contributes to its 
strong 

standing 

among Asian brands. 

Following 

Samsung 

is Sony's Playstation at 19 percent 

and 

Sony Ericsson at 18 
percent. These two high-rankers demonstrate Sony's presence in the region, which is 
not surprising 

given 

Sony's overall position 

as second in the world for consumer 
electronics market share 

(behind 

Matsushita). Swedish 

firm Ericsson, which began to 
lose the battle with Nokia and Motorola for ear-share, is clearly benefiting from its east 
meets 

west 

association 

with Japan's Sony, although the 

venture 

has so far 

not 

generated 

profits. 

Bringing 

up 

the rear of the 

top 

five brands 

for Asia-Pacific is Japan's top 

automaker 

Toyota (16 percent), 

which 

may 

just steer the future with its increasingly 

popular 

gas- 
electric hybrid car, Prius. 

Last year's top 5 winners, Singapore 

Airlines 

and Hello 

Kitty 

slipped to sixth and 11th 
piace respectively in 2002. 

Latin America: Proof 

Beverages rated high on the Latin American 

brands 

list. Corona, owned by Grupo 
Modelo SA, takes 

the 

crown 

with 31 percent of 

the 

vote from 

among 

406 voters 

for 
this section. Cuban rum brand Bacardl brings in 28 percent, followed 

by coffee 

brand 
CafC de 

Colombia 

at 17 percent 

and 

Mexican baker Bimbo rises to join the 

top 

four 

with 11 percent. 

Brazilian 

airline Varig 

arrives fifth with just over ten percent. 

Details: What, How, Who 

For the 

purposes 

of brandchannel's Readers' Choice Award survey, we asked 
respondents to make their choices based on the brands that had the most impact on 
their lives in 2002. Impact can be positive or negative; similarly the brand can be on 
the road to ruin, 

the 

cusp of collapse, the brink of bankruptcy, or some other awful 
alliteration and still qualify as having an impact (for instance, ex-energy company 
Enron got 3 percent of the US/Canada vote). 

The most important thing about 

qualifying 

as a brand of the year 

is 

that you noticed i t  
in 2002. 

This 

will explain the highly visible 

personalities 

and organizations that were 
submitted as write-in votes 

Including 

David 

Beckham, Jennifer Lopez, Kylie Minogue, 
Iraq, al Jazeera, and al Qaeda. 

The survey was hosted online at brandchanne1.com during November and December of 
2002. Readers were allowed to vote once for each region 

and 

complete the 
demographics 

section 

once. No section of the survey was mandatory, 

which 

explains 

the varying response rates by region. Respondents from 72 countries participated in 
the survey; 

the 

strongest age group was 26 to 35 with nearly a third as many women 
as men participating overall. 

The brandchannel 

readership 

overall comprises an above-average, intelligent group of 
professionals and students from over 90 countries and a range of industries who are 
interested in issues involving branding. 

------- 
Brandchannel will be conducting a 2003 Readers' Choice Award survey. For those 
wishing to participate in the initial drafting o f  a shortlist this autumn, please email us 
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with a brief description of your expertise and regional background, and you will be 
added to the contact list. 

[lo-Feb-20031 

Robin D. Rusch is Editor-in-Chief of Brandchannel. 

Copyright $2 2001 . 2008 bmndclianncl. All rights reserved. 
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Google Gets Lucky: 
2003 Readers' Choice Award Resub 

By Robin 0. hrsch 

What brands had the greatest impact on our 
lives in 20031 Over 4.000 people Itm more 
than 85 cwnfries chose lne brand3 that 
touched their bves In 2003 IM our annual 
Readers' Choice awards. 

Global: Feeling Lucky 

Brandchannel's 

2003 

Readers' Choice Award 

goes 

to Google, which narrowly beat out 
Apple for the second year in the row as the brand that had the most impact on our 
readers in 2003. 

Expanding 

operations 

and influence, the privately held company enjoyed an estimated 
US$ 900 million from sales last year and intends to IPO in 2004. But as Google seeks to 
make a profit from affiliations and AdSense sales, there are a number of threats that must 
be keeping the pointy heads awake at night. 

At some point this year, present partner Yahoo intends to finish overhauling its Inktoml 
technology and go 

solo 

as a competitor against Google. It's impossible to guess the 
impact at this point, but estimates are that Google currently powers 80 percent of all 
Internet searches; the loss of Yahoo will lower that figure to around 55 percent. 

Pranks such as Google bombing (where users 

can 

manipulate results through organized 
efforts) and general criticism of being 

"gamed" 

or "Google washed" threaten the perceived 
legitimacy of Google's service. It may start as a few cranky pundits but egg tossing is a 
sign that the brand is moving from something unique and treasured to something 
mainstream and open to closer scrutiny. 

The next two years will be interesting for the search engine. Up till this point Google's 
strengths have been to offer the user a clean friendly but credible path to accessing the 
tremendous wealth of the Internet. As it goes 

public, 

the brand managers should 
concentrate on protecting these qualities. I f  i t  can maintain its reputation as an expert 
search 

engine, 

i t  will join the ranks of exceptional brands like Apple, where consumer 
loyalty ranges on fanatical. 

Speaking of Apple, the American 

technology 

brand received second place 

on 

the global 
ranking. Loyal 

readers 

will remember that Apple 

was 

the number one Readers' Choice in 
2001. I n  2002, it fell to second position behind Google, but its continued presence at the 
top of the list is the result of consistent attention to wowing the world on an ongoing 
basis. 
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Apple products and servfces span many different facets of our lifestyles from work to play 
and 

include 

the iPod mini, iTunes, Xsewe, iChat AV, ISight, and iCal. The brand makes 
beautiful, 

compelling 

product but then 

somehow 

loses its foothold against 

sub-par 

product 
from brands like Microsoft. 

Third place 

finisher 

automaker MINI is a surprise new entrant into the top five, revving up 
from last year's eleventh 

place 

finish and knocking third place holder Coca-Cola into 
fourth. The 

nostalgia 

factor coupled with modern day capability and comfort helps MINI in 
traditional markets such 

as 

Europe; in new markets llke North America, the little car 
delights consumers with an alternative to the trend toward parking lot size vehicles 
currently crowding the roads. 

Equally 

impressive, 

Samsung 

shot lnto the tap five from a twelfth place finish in 2002 and 
49th in 2001 to finish fifth, behind Coca-Cala, In 2003. This is vindication for a brand that 
has poured a lot of 

resources 

lnto improvlng the quality, scope 

and 

dlstribution of its 
product on the world stage. It beat out Sony (ninth) in the global rankings but came in 
second behind the Japanese consumer electronic giant in the Asia-Pacific 

regional 

ranking. 

Brandchannel's 

2003 

Readers' Choice Award regional results were equally revealing of the 
efforts of highly visible 

brands 

in 2003. 

Click 

here to view a complete chart of the wlnners. 

US & Canada: Apple Followed by Coffee and a Donut 

Apple finally inched 

past 

American cheap-chic 

retailer Target for the first time to claim the 
number one spot for US and 

Canadlan 

brands. 

F int  place winner in ZOO2 and 2001 for US & Canada brands, Target drwped down to 
second place 

followed 

by Google, American 

coffee 

retailer Starbucks and 

American 

donut 
maker Krispy 

Kreme 

topping out the first five rankings. 

Two new entrants in the top ten for US & Canada are animation studio and now-former 
Disney collaborator Pixar in eighth (Disney ranked 18th), up from 31st in 2002, and online 
auctioneers eBay in tenth posltion up from 13th in 2002. 

Europe & Africa: Football and Furniture 

For the first time since 

2001, 

Nokia 

lost Its first place rallking and slipped to third behind 
frontrunner Swedish retailer Ikea and surprise second 

place 

finisher British airline Virgin, 
which came In 15th in last year's ranking. 

MINI fell back to fourth place from last year's tMrd place finish in Europe & Africa, while 
its parent company BMW pulled in close behind at fifth place (down from last year's fourth 
place). 

Other surprise finishers in the top ten are not-for-proflt Spanish football club and 
European Cup winners (1998, 2000 and 2002) Real Madrid, Ttalian clothlng brand Diesel 
and German sporting goods brand Puma. 

Asia-Pacific: Wired and Driven 

Japanese brand Sony beat out competitors Samsung 

(second 

place) 

and LG (fourth) to 
take the top spot for Asia-Pacific. While 

Sony 

has long enjoyed a leadership position as 
the number one consumer electronics maker in the world, 

Samsung 

and 

LG have recently 
shown tremendous gains on the brand, threatening its reputation as the brand for 
innovation. The fierce competition of 

these 

three brands means 

consumers 

have 

fantastic 
cholces as all three electronic manufacturers stretch the limits of technology and ideas. 
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Nestled in between the electronic competitors at number three is Japanese automotive 
brand Toyota. Tayota had a great year in 2003. It is now 

second 

only to General Motors in 
auto sales worldwide but it leads the world's automakers in profitability. 

Singapore 

Airlines 

pulls up at fifth place wlth Australian publishers Lonely Planet, 
Australian airline Virgin Blue, Japanese automaker Honda, Asian bank HSBC (UK 
owned) 

and 

Japanese automaker Mazda rounding out the top ten. 

Latin America: 

Building 

the Brand 

Cemex, the third largest cement company in the world, 

placed 

f fn t  among our readers 
in the Latin America section. Adept at using technology to manufaCture and distribute a 
commodity, Cemex has been careful to manage its brand on all fronts and across 
acquisitions. 

Operatlng 

in over 30 countries with clients in twice as many countries, the 
Mexican brand's influence has 

spread 

through acquisitions, but its foundation may be 
rather shaky. As one of Mexico's largest corporate debtors, Cemex is US$ 5.7 billion in 
debt. 

In second 

place 

with less than half Cemex's score is Mekitan beer brand Corona from 
Grupo Modelo, followed 

closely 

by 

the Cuban liquor brand Bacardl (headquartered in 
Bermuda). 

Mexican 

bakery giant Bimbo did not rise or fall but rather remained in 
fourth place from last year's ranking. The national federation of coffee 

growers 

Cafe de 
Colombia chased down the baked goods brand at number five, while Mexican airline 
AeroMexico and Brazilian 

bank 

Ital i  both broke into the top ten from last year's 13th 
and 15th placements. 

Details: 

What, 

Who, When, 

How 

Brandchannel's annual Readers' Choice Award survey is a chance to recognize the 
brands that have the most impact on our lives 

each 

year. 

A total of 4,010 people from 85 countries 

voted 

in our 2003 Readers' Choice Award 
survey, 

which 

was conducted 

online 

from November through December 

2003. 

There is no questionnaire involved in this study. Readers are simply asked to choose 
up to five brands per region that had the most impact on them in 2003; impact can be 
positive or negative. A shortlist of 

brands 

for each region is provided but readers are 
given the choice to write in a vote i f  they 

do 

not see their brand on the list. 

The shortlist of 

brands 

is compiled a week before the survey based 

on 

brands that 
were highly visible that year. Write in votes carry the equal weight of a selected brand 
from the list unless the brand is already listed in the shortlist, in which case we accept 
up to 10 write ins for one brand. 

Voters are allowed to vote for up to five brands per region and complete the 
demographics section once. No section 

of 

the survey was mandatory, which 

explains 

the varying response rates by 

region. 

Respondents 

per region equal: 4,010 for global, 
1,942 for US & Canada, 1,804 for Europe & Africa, 1,267 for Asia-Pacific, 

and 

1,100 for 
Latin America. 

After submitting their brand choices, voters receive a "cookie," whlch signals that they 
have already voted in that region and cannot vote again. 

Voting was open to anyone with an Internet connedlon. Ranklnga are compiled purely 
on the basis of readers' choices. We do not Influence the results through weighting, 



brandchannel.com I Brand o f  the Year Survey Results 2003 1 Branding Success and Failur ... Page 4 of 4 

sampling or even 

cheating. 

Our readers are interested In brands and branding. 

They 

are online and therefore 
presumably familiar with technology. And of course, they are above average in 
intelligence and curiosity. 

Nearly half as many women voted as men, with the strongest group of voters falling in 
the age range of 20 to 45 years 

old. 

Previous year results 

are 

equally fascinating. 

Access 2002 and ;LM)1 view 

the 

charts 
of this year and 

previous 

years' surveys. 

Brandchannel will be conducting a similar survey 

for 

2004. For those Wlshing to 
particjpate in the 

initial 

drafting of 

a shortlist in the autumn of 2004, please email us 
with a brief description of your expertise 

and 

regional 

background, and you will be 
contacted in September/October of 2004. 

[2-Feb-20041 

Robin D. Rusch is Editor-in-Chief of Brandchannel. 

Copyright Ccr 2001 . 200E brandchannel. All ngnts resrvcd 
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Readers Pick Apple: 
2004 Readers' Choice Awards 
By Robin D. Rusch 

As I sit on my DrC)mrnnge, listening l o  
my i hd ,  drinking mocha Frappuccino, 
trying to Google information on Iraq's 
elections from Al Jezeera, Ism 

all 

set to 
tell you the resulls of brandchannel's 
Flfiaders' Choice Awards for brands 
with the most impact in 2004. 

Global: Apple bites big 

After a two-year hiatus Apple has returned to win the 2004 Readers' Choice Awards for 
the brand with the most global impact-a title held by Google since 

2002. 

It's h x d  to imagine a brand having a shinier year than Apple. 

Notably 

punctuated 

with 
iMacs, Pods and iTunes, Apple's 2004 presence was felt in the press, in ads and 

on 

the 
streets, with iPod coming to define the word "ublquitous." 

Coupled 

with strong revenue, 
Apple reported a net profit of US8295 mlllion In the last quarter of 2004 alone and a 2004 
overall net Income growth of 300 percent. Yes, 300 percent. 

A t  Apple's core is great innovation, beatitiful. design and an ability to. bring 
warmth and passion to those who maybe completely incurious about 
technical gadgetry but need It nonetheless Lo survive in today's world. 

From "2 to "You too?," the iPod alone =old 4.6 million units in the last 
quarter, practicalfy doubling Sales since its launch. (mere. are nbw about 
10 million pod-addicts on the, 

planet..) 

neatimile, i ~ a c  sales tripled as 
Apple's overall computer sales rose by 2 6  percent over 2003 sales. Music 
division iTunes became the biuepr1nt:for Napster-alternative online music 
sales. 

And 

swanky 

retail outlets gave Apple enthusiasts a chance to 
worship or interact directiy with the company as welt as each other. 

However, Apple's cultural symbolism was not economically symbiotic. Its worldwide 
computer market share dropped to less than two percent In 2004 to a 1.87 percent share 
in 4 3  of 2004 (down from 2.19% in 43  2003). The 2004 world leader 

for 

market share 
was DeH at 18 percent, 

followed 

by HP at 16 percent and IBM with 6 percent. The small 
white hope Is that iPodls halo effect wlH brlng more buyers to Apple's other offerings, 
which go beyond consumer 

goods 

to include 

servers, 

WiFi, and 

software, 

and Include the 
already-backordered new iPod Shuffle and a sub-US$ 500 Mac. 

Not far behind Apple, and equally appealing to those navigating a 
potentially complicated technical landscape, is Google. 

The world's number one search englne, Google's Impact on our 
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readers reflects the online public's growing dependence on sorting through an 
incomprehensible amount of available information. On our screens, its minimalist design 
betrays its maximal capacity. But Google does more, including technology licensing and 
hardware, news aggregating and shopping (Froogle). According to the company, 95 
percent of revenue comes from AdSense advertising. 

Google lost little ground in being dumped as the search engine behind Yahoo early last 
year; it conducts more than 200 mlllion searches a day and leads the world for search 
engine usage with 57 percent o f  the current market, followed by Yahoo at 2 1  percent and 
MSN at just 9 percent. 

Largely based on functional attributes, whlch offer clarity in a complex field, Google is by 
no means invincible. It faces competition on many fronts including Yahoo's Overture 
search engine and other solutions like Vivisimo's 

Clusty, 

and MSN Desktop Search, all of 
which hope to build a better mousetrap. 

From the public's perspectlve, Google's unique approach to Ilfe's Ilttle issues 

was 

on 
display as it went public in 2004, seeking to do so largely on its own terms. The same 
strong arm can be felt in the pretzel twisting exercise webmasten are submitted to when 
trying to meet the company's keyword ranking guidelines. However as long as the brand 
is on top, it gets to call the rules. 

The upside to Google's future? Only 12.7 percent of the world population has access to 
the Internet, leaving 5.6 billion potential future users. 

From tech to retail, numbers three and four on the Global list are, respectively, Swedish 
furniture retailer IKEA and American coffee brand Starbucks. Surprlsingly similar despite 
product differences, both benefit from having highly branded retail spaces that quickly 
generate publicity and awareness. 

Both IKEA and Starbucks expanded In 2004. IKEA opened ten more stores in 2004 and 
has staked out 20 new locations for 2005. 

Starbucks opened 1,344 new spaces In the first three quarters of 2004, to 
bring its global total to 8,569 in more than 30 countrles. The hyper- 
caffeinated brand intends to expand to 15,000 US stores and 15,000 
international stores. Although the expanslon's timeframe is unclear, 
consider that the retailer opened roughly 3.5 stores every day in  2004. 

Starbucks is not without competition, particularly beyond US shores. 
Pretty much any venue brewing quality coffee and offering amblance can rival the barlsta. 
However Starbucks benefits from high brand awareness, an efficiency of slze and 
operating on the McDonald's principle of "safety in the known." 

Rounding out the top five 2004 Global Brands is a surprise winner: the Arab-focused, 24- 
hour news source Al Jazeera. Based in Qatar and offering an alternative to BBC or CNN, 
Al Jazeera has over 35 million viewers (overwhelmingly Muslim) and 30 bureaus 
worldwide. As the issues of 2004 hovered heavily around the Middle East and Islamic 
populations, A1 lazeera's relevancy soared. 

Though suffering difficulties such as banned reporters, advertising boycotts, and charges 
of blas (arguably stemming from those who are themselves biased toward European and 
American interests), A1 Jazeera is viewed as relatively independent within Its region and is 
increasingly gaining mainstream credibility beyond its borders. The company itself claims 
to "cover all viewpolnts with objectivity integrity and balance." 
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Already offering news in English 

at 

English.AUazeera.net, the media 

source 

is planning to 
offer an 

English 

channel satellite service in 2005. 

Other brands in the top ten are previous year mainstays, with Germany's car brand Mini 
and America's Coca-Cola sliding from the top five in 2003 to sixth and 

seventh 

in 2004. 
The UK's Virgin entered into the top 

at 

eighth from last year's 

eleventh. 

Finland's Nokia 
slipped from seventh to tenth. 

Notable newcomer 

to 

the top ten is eBay (at ninth). The 

American 

online 

auctioneer 

claims 

95 rn i l l l~n iegistered users, and in 2004 
expanded 

abroad 

to Asia, South 

America 

and 

Europe, allowing 
people all over the world to sell things they don't want and buy 
things they don't need. 

US & Canada: Jobs wel l  done 

Apple is the winner in the 2004 Readers' Choice Award for the US & Canada for the 
second straight year. Target falls to third as Google creeps up to place second. 

The perpetual underdog, with less than two percent of the world market, 

Apple 

has what 
John Schwartz In the New York Times aptly described as the "attitude of an artist and the 
eye of an anthropologist" (16 January 

2005). 

The company's 

ability to delight the user in 
a bland land of equipment and software 

makes 

it easy to see why it impacts those of us 
who 

spend 

our days in the 21st century. 

However, less savvy consumers contribute to the actual sales dominance of mainstream 
competitors, particularly in the computer division. Apple Computer ranks sixth in the US 
with just 3.33 percent of the market (Dell 

leads 

at 33%, followed by HP at 20°/o and 
Gateway at 5.23%). 

Undaunted by the competition, Apple's dizzylng pace of InventSng new toys looks Set to 
continue in 2005. 

The 

Shuffle and Mac mini were both unveiled i n  Januaw of 2005. (2,000 
Shuffle units sold within four hours 

of 

revealing the ipoddler.) 

Contlnulng to reflect global results, Google pulls up behind Apple at second place. 

It's no surprise that Google ranks so high in the lives of North Americans, as more and 
more households go online (roughly 68 percent of the North American populatlon now has 
access to the Internet). 

Google deserves credit for offering clarity where most other portals emplsy a jungle of 
links. Easy enough for a newble to navigate, It still remalns the engine of Choice for 
techles. 

Consider 

this: 66 percent of Microsoft ernpfoyees use Google while only 20 
percent use their own MSN engine. (We'd speculate on what the rematning 14% are up to 
but we're worried about mysterious DOS errors). 

Overall in the US, Google holds 34 percent of the search englne market. Yahoo is close 
behind with 32 percent, MSN at 27 percent and AOL, the milk and cookles verslon of the 
Internet, drags in at nine percent. 

Retailers Target and Starbucks are, respectively, third and fourth in the US & Canada, 
making tech and retail the categories to most impact our readers. 

Although trailing Wal-Mart in actual sales, American department store 
Target gets points beyond just price 

(Wal-Mart's 

prtmary offering). 
Target's fourth year in the top five US & Canada Brands reflects the public' 
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love of the reasonably priced, upscale retailer. 

Shopping for bathmats, a Target 

shopper 

feels smart, 

savvy and, dare we say, sexy. It 
appears that while we're 

glad 

to get a year's supply of toilet paper at Wal-Mart for a 
nickel, the experience doesn't exactly linger beyond the checkout 

line. 

Perhaps this 
explains why Wal-Mart 

placed 

18th to Target's 

2nd. 

Despite offloading its underperforming divisions In 2W4 (Marshall Field's and Mervyn's), 
Target is rumored to be looking to expand. Canadians may see their beloved Hudson's 
Bay Company acquired by the retaller in 2005. 

Though experimenting somewhat outside of its charter with breakfast and lunch 

options 

in 
select 

markets, 

and offering branded music cornpllatfons, It seems safe to assume that 
Starbucks' impact on the daily need for caffeine Isn't waning. A relatively cheap 

treat, 

Starbucks is a good example of 

socialized 

luxury. 

Reflecting 

an 

incredible rise in the US & Canada results is Pixar at fifth place, up from 
eighth in 2003 and 31st in 2002. 

Still under the partnership thumb of its distributor Disney 

(and 

rnajorjty- 
owned by Apple's CEO Steve Jobs), Pixar 

released 

just one feature-length 
fllm in 2004: The Incredibles. Competitor DreamWorks, which 

placed 

40th, released four films In 2004, including Shark 

Tale 

and %rek 11. 
Placing 37th, Disney 

(a 

comprehensive 

conglomeration of entertainment 
businesses making it difficult to really compare with Pigar) made 

news 

most notably in 2004 by declining to release the documentary Fahrenheit 
9/11 from Michael Moore. 

We mention Moore bedalise, though not Rswd on. our sufyey, he received 
quite a few write in votes along with his hemesis: Oeorga Bush:; (Atthis 
point we 

should 

remlnd our readers that a brand's overall "Impact" 

could 

be positive or negative.) 

Brahd cults-of-personality who were listed did quite well In the US & 
Canada results. 

The 

follicly-adventurous real estate 

and 

reality TV 
developer Donald Trump came in seventh, just above imprlsoned 
home:-economics guru Martha Stewart (eighth) and daytime TV icon 

and Pontiacshill Oprah 

Winfrey 

(tenth). 

Two Internet companies, Amazon.com and eBay placed sixth and nlnth respectively. 
Both brands survived the dot-com bust and 

are 

thriving by heeding the qualities of 
successful offline brands: fulfilling a market need with reliable service. 

Europe & Africa: IKEA inches up 

Swedish retailer IKEA topped results In the Europe & Africa region 
in 2004. Although the Swedes may at times grow weary of the 
assemble-it-yourself furniture giant, the rest of Europe 

Is 

still 
WKEm 

reveling in the opportunity to buy Scandinavian 

designs 

on a shoestring budget. Europe 
represents 81 percent of the furniture giant's sales (North America is 16% and Asia just 
3%). 

As for interest in the brand, 

consider 

that IKEA's Is the world's most widely read catalog 
with145 million copies printed in 2004 (and not a single naked 

person). 
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IKEA has come a long way from selling 

pencils 

but its Success Is not assured. Fellow 
Scandinavian furniture retailer, ILVA has 

plans 

to expand beyond its borders, adding to 
IKEA's competitor list. First stop: the UK in '05. 

Speaking of the UK, Virgin spllts Swedish retail brands IKEA and H&M (third), by finishing 
second in Europe & Africa. 

Virgin has so many buslnesses that it's nat posslble to parse through what 
Impacts our readers specifically, But a t  thls point, it must be possible to 
live a complete Virgin life from transportation to Communication, 
enteitainment, drinks, cosmetics, financial services, and so much more. 
Next stop space, literally. 

Richard Branson continues to delighk or di9gt~st deprndihg on one's perspective, but we 
suspect the voters For Wrgfn fn thSs rank5ng sre definitely fans. Sir Richard's bemw~dotrs 
talent for making us feel like winners just for choasing Virgin cannot be underestimated, 
even i f  hls success a t  reality W should have been. 

Swedish clothing retaller HhM operates on IKEA's philosophy by offering 
inexpensive yet stylish clothing for men and women. Priced below or at 
the same 

level 

as other popular high street retailers, H&W leverages :he 
"get what you pay for" formula to the customer% kslef l t  by offering 
Frclcks so low-priced they're practically dlsptrsabie. CornpetFtors like 
Spaln's Zara, which placed elghth here, typically prlce higher, maklng purchasing less of a 
lighthearted decision. 

The company's extraordinary expansion bnngs it ta a total of over 1,000 stores 
worldwide. NInet.1 percent of H&Mfs sales happen bcjyorld its borders, with Germany (not 
Sweden) as HBM's biggest market. In 2004, ft&M asqttirwj Germany's Gap chain, 
simuitaneously Increasing retail locations and 

decreasing 

campetltion. 

NaKfA Sllding since 2001, but stlll within the top five, 

Finnlsh 

, telecommunications brand Nokia comes In fourth in Europe & Ah-ita. 
Still the world's leading cellphone maker, noklaholics are regularly 

treated to design and technology innovations from multimedia messaging to Java 
appllcatlons to EDGE or GPRS wireless web access. 

But why Is Nokia sliding from its number one placlngs In 2001 and 20027 Probably 
because by failing to add a toaster to recent models, Nokla has 

become 

its own worst 
enemy. Ratchetlng up its innovatiim half-life to an unmaintainable degree, Nokla 
dlsappolnts fans when it slips with inconsistent designs or simply slows down to mere 
human levels. 

I n  its ninth year of broadcasting, Al Jazi%era.~ou.nds out the top five in 
Europe and Africa, comlng in ahead of cornpett'to't BBC (at ninth place). 

Accused of 

bias 

(an argument we have not Ihe-tipple nor time to e n k r  
into here), Al Jazeera presents 

an 

alternative pointof view to those who 
until recently had only CNN or .BBC to supply "world" news.views. 
Compared with 2003, Al Jazeera has cllmbed over eight other brands to 
place fifth in both 2004 Global 

and 

2004 

Europe & Africa results. 

Asia-Pacific: Sony sees enemies at the gates 

Consumer electronic brands lead in Asia-Pacific with Sony In flrst followed by Samsung and 
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LG. The close results of 

these 

brands 

perfectly reflect the zeitgeist of the marketplace in 
which 

they 

compete. 

As the Asia-Pacific brand with the most impact in 2004 (eleventh Globally), Sony is working 
harder than ever to innovate in each of its various and varied divisions. 

Film, music, electronics, and semiconductors: 

Sony 

is involved in just about every aspect of 
entertainment from delivery systems to content. I n  2004, its music division merged with 
BMG to form Sony BMG, second now only to Universal Muslc. 

Still, as popular as Sony 

is 

in the consumer 

market, 

It's obvtatsly struggling. Strong 
competitor challenges from every part of Its business as well as the publlc's endless 
expectation of lower prlces for digital equipment, have led to lower profits across the 
industry. Sony is countering with an investment in  R&D, partnering wTth its own competition 
Including N l 7  DoCoMo and Samsung, to develop 

new 

technology, 

and even taking the long- 
expected 

and 

advised step of withdrawing from areas where it's weak. (In 2004, determining 
that the PDA market will eventually cede to cellphones, Sony withdew the Cli& from the 
global market to sell only domestically. I t  wlll refocus its resources on smart cellphones 
instead.) 

Part of Sony's headache must include the strong showing of Korean chaebols 

Samsung 

(second) 

and 

LG (third). 

Although Sarnsung's businesses sprawts from semiconductors to oil and 
textiles, we assume the brand impact measured here Is from its 
consumer 

electronics 

division Samsung 

Electronics. 

Like Sony, Samsung 

now 

fights on many different fronts and 

ended 

2004 by warning of 
lower profits than expected. But the Korean brand has been on a strong rise for the last 
couple 

years 

by turning its product from cheap to smart, investing In quality design 

and 

technology, and generally surprising consumers with competitively priced, quality products. 

Samsung 

is 

also drawlng praise in its appliance 

business. 

Now third In the global appllance 
sector (behind Whirlpool and 

Electrolux), 

Samsung unveiled 

smart products in 2004, such as 
the germ-free fridge. 

Similar in scope to Sony and Sarnsung's diverse businesses, LG places L(G third among 

brands 

with 

the most impact. The 

Korean 

consumer 

electronics brand appears to be trying to beat Samsung at its own game 
by countering a traditionally poor image with a better quality product. 

Last year kicked off with LG's pledge to become one of the top three global electronics 
brands. As part of the strategy, it has 

set 

its hopes on the handset division where 

the 

theory 
is that loyalty to the brand's 

phones 

will create a halo effect on other product. Sales rose 
from US$ 6.9 milllon in 2000 to US$ 44 million last year (beating Sony Ericsson and placing 
fifth in the world for handsets). 

Back to 3apan where Toyota places fourth. The automaker's serious approach to perfection 
is reflected in sales and promirrence in me industry worldwide. Toyota is the iargest 
automaker in Japan 

and 

second 

worldwide only to General 

Motors. 

(GM has lSO/o of the 
world market; Toyota rose to 13% while Ford sunk to 11%) Whlle not the number one 
automaker, Toyota did turn the most profit in 2004: US$ 11.1 billion (to GM's 4.04 billion 
and Ford's 2.67 billion). 

Toyota 

also 

received many write ins for its Scion 

line 

(a sub brand in the US), which seems 
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to be 

gaining 

enormous 

interest beyond the brand's traditional market. 

Ranklng fifth in Asia-Paclflc is Australia's Lonely Planet. No longer 
targeting the 

backpacker 

segment, 

the 31-year-old travel guidebook 
brand has grown more conservative with age. Its more mainstream 
approach to content 

has 

attracted a larger readership 

while 

also placing 
the once strongly differentiated brand squarely in the path of 
competitors. 

The brand has made 

good 

use 

of the Internet with Its travel forum Thorn Tree, and branched 
into other related guidebook areas 

such 

as restaurants 

and 

iitctfvltles. But Lonely Planet's 
challenges still Ile at the core 

of 

Its product's 

expertise. 

The right (or wrong) 

guidebook 

has 

the potential to have a substantial impact on one's life via that emotional connection 

brands 

are always 

looking 

so hard to establish. Feeling well led when encountering the unknown 
cannot be underestfmated and can lead to lifelong brand loyalty. It is for this reason that 
Lonely Planet's overwhelming priority should be constant quality control of its content. 

After weathering 

colossal 

threats to the travel industry in the last three years (SARS, 
recessions and September l l th) ,  i t  will be interesting tosee how 

Lonely 

Planet now handles 
the rewrite on Asian titles affected by the tsunami to compensate for resorts 

and 

"places 

to 
eat" that are no longer there. 

Rounding out the top ten in the region are, respectively, Singapore Alrlines and Qantas, 
the financial mammoth HSBC, Japanese avtomaker Honda, and nudie drinks, Australia's 
answer to the well-publicized Innocent Drinks brand in the UK. 

Lat in America: Cemex cements t o p  spot 

At the top of the 2004 Latin America brand rankings Is Mexican cement brand Cemex. 

The 

third largest cement company in the world, Cemex's recent 

success can 

be traced 

in part to 
Mexico's housing boom, as an 

increase 

in government mortgage loans 

has 

led to an increase 
in development. However the brand's finishing is surprising when compared to other regions' 
tech and retail favored results. 

Nearly a hundred years old, Cemex reported that 2004 net income was 
more than double 2003's net. 

Growing 

at a comparable rate is Cemex's 
debt, now at US$ 5.6 billion, whlch the company claims 

Is 

one 

percent 
less than the year before. At this rate, Cernex should be debt free just 

In time for Mexlco to reclaim Texas and 

California. 

Three 

beverage 

brands land in Latin Amerlcan's top five; Mexico's Corona 

places 

second, 
Cuba/Bermudals Bacardi 

places 

third and Chile's Concha y Toro is fifth (knocking off Cafk de 
Colombia), 

leaving 

bakery brand Bimbo (fourth) to soak in all the booze. 

These rankings represent no change from the 2003 Readers' Choice 

Award 

results for 
Central & Latin 

America. 

Grupo Modelo's Corona holds the majority of its home market in Mexico, and it does an 
effectlve job of selling an Image 

of 

sun and sand 

to the rest of the world. 

I n  2004, Bacardi added to its stable of brands (which Includes Dewar's, Bombay and 
Martini), 

including 

the (estimated) US$ 2 billion purchase 

of 

the incredibly successful 

Grey 

Goose brand from Sidney 

Frank. 

Chilean wine brand Viiia Concha y Toro reflects the overall healthy 
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Chilean wine industry. Chile's wine market increased 26 percent 
between 

September 

2003 and October 2004, and of that market, Concha y Toro 

holds 

more 
than 20 percent 

between 

its fifteen vineyards. Sales for 2004 were up 3.8 percent with more 
than half of the 

revenue 

coming from exports to nearly 100 countries. 

The 

brand follows 

the 
Chilean 

Industry 

model of 

offering good quality wine at popular price points, but i t  receives a 
lot of 

attention, 

praise 

and awards from critical entities like Wine Spectator, Wine Enthusiast, 
Descorchados and Wines and Spirits. 

Mexican brand Bimbo, the third largest bread maker In the world and 

)I, market leader for flour-based 

products 

In the Americas, reported year- - =. . 4 over-year increased sales of 7.7 percent fn Mwfco in 2004 (in the rest of 
Latln America sales were 

up 

4.9 percent from 2003). Its US sales dtp has ------- been blamed, in part, on the lo-carb fad, 

With no 

monumental 

news 

in 2004, i t  becomes difficult to know exactly why 

our 

voters rated 
this brand with such a high impact. Still, like the coffee (and arquably the alcohol) 

brands 

In 
the survey, bread is a daily of most lives, and no one doesbread quite like Bimbo. 

Brands 

rounding 

out the top ten in Latin Amerlca include 

Brazilian 

fllp-flop brand 
Havaianas, capturing voters' fancy as a 

footwear 

trend, 

and finishing sixth. It was followed 
by Mexican airline Aeromi?xico at seventh place. 

Although CaM de Colombia slipped to elghth (from fifth tn 2003) this 
National 

Federation 

of Coffee Gruwers is still one to watch. Second behind 
Brazil as the world's largest coffee producer, Colombia 

organizes 

iQ 
relatively small individual growers under the more powerfut CaM de 
Colombia 

brand 

(sub-brand and retail outlets include the Juan Valdez 
brand). Cab de Colambb 

I n  addition to reaching more markets abroad; Caf4 de Colombia 

hopes 

to brew 

domestic 

interest in Its own product at home. 

Presently 

Colombians only drink 1.2 mllllon of the 12 
million sacks of 

coffee 

sold 

each year by the brand. 

Roundlng out the top ten for Latin America brands are Brazil's largest industrial company, 
Petrobras (ninth) and the nation's 

cosmetic 

brand 

Natura (tenth). 

Top 5 in all regions: 
Global kSta~PaC1Ck Curopa & A f r l a  Canlral& Latin Amsiio N O r t h  Amarjca 
1. mpb* 1. Sony 1. lkca 1. Crmcx 1. A P P ~  

Oenotes mow up from 2005 / *' Denotes mom doMl from 1003/ BOLD dtn6tts mw 16 Ihb I W  

Methods t o  the Madness: What, who, when, how 

The annual Readers' Choice 

Awards 

are a chance to recognize the brands that have the most 
impact on our lives 

each 

year. 

Impact can be either positive or negative. 

http://www. brandchannel .com/printgage.asp?ar-id=248&section=mzin 1 / 1 612008 
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A total of 1,984 brandchannel readers from 75 countries voted online between November 
and December 2004. 

A shortlist for each region is provided but readers are given a chance to write In brand(s) to 
compensate for omissions 

on 

the part of brandchannel. 

The shortlist comprises brands that were highly visible that year. Wrlte in votes carry equal 
weight to listed brands unless the brand is already listed in the shortlist, in which case we 
accept up to 10 write ins for one brand. 

Voters are allowed to vote for up to five brands per region and complete the demographics 
section once. Respondents can only vote once per region. No sectlon of the survey is 
mandatory, which explains the varying response rates by region. 

Respondents per region equal: 1,984 for Global, 935 for US & Canada, 858 for Europe & 
Africa, 655 for Asia-Pacific, and 408 for Latin America. 

Voting is open to anyone. Rankings are compiled purely on the basis of reader results. We do 
not influence the results through weighting, sampling or a flawed electoral college. 

Our readers are interested in brands and branding. 

They 

are online and are therefore 
presumably famlllar with technology. Of course, they 

are 

above average 

in intelligence, 
curiosity, good looks, taste, charm. 

Sixty percent of voters identified themselves as men; the strongest group of voters fell in 
the age range 

of 

26 to 35 years old. 

Prevlous 

year 

results are equally fascinating: 2003, 2002 and ZOO1 or view charts of this 
year and previous year's surveys. 

[31-Ian-20051 

Brandchannel 

will 

be conducting a similar survey for 

2005. For those wishing to 
participate in the initial drafting of a shortlist 

in 

the autumn of 2005, please email us with 
a 

brief 

description of 

your 

expertise and 

regional 

background, you will 

be contacted in 
September/October of 2005. 

If you have a 

question 

about the rankings or just want to chat, you may email us or 

even 

caN at +1.212.798.7663. 

Robin D. Rusch Is Editor-In-Chlef of brandchannel. 

Copyr~ght $1 2001 - 2008 brandchannel. All nghts reserved. 
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The Search Is Over: 
Gdagle Wins in 2005 

Whrch bends hed the ~ S C  an w 
In 2W5? From Arpmttna to Metnam, 
voters mnk the brands that made them 
stand up and take notice In our f fth 
anaual Readers' Choice Aws+<x Perennial 
favorites Google, Apple. Nok4a and lkea 
are Joined by n v  S&ype, 
crdgsllst, mwts'tsr and Lance Armstrong. 

Global: Google Tops Ranking (view results) 

I n  2005's 

results, 

Google rook the lead from Apple in 

*. what is shaping up to be a 

back 

and forth contest 
through the years for these two Innovative tech 
companies, Each year 

one 

out-does the other, 

and 

this 
time i t  is Google's turn to shine. 

Google went publk in the summer of 2004, and the 
hype hasn't dfed yet. Notable milestones In 2005 
Included the launch of Google Mini (around the same 
time that Apple unveiled its own mini product) and 

J J J . Desktop Search, which, like most Google product, falls 
....,...,,,.,.,,,, ,... .,, ,, ...,.,. ,,,.,. ,.... ,, <.,. .,., j under the "descriptive" school of naming. The quirky 

brand also treated us to Google Earth, 

arguably 

the 
greatest thing to hit the Internet since 

porn. 

Prior to Google, life was a 

source 

of wonder with no ready answers; with Google, we are 
all Instant scholars. 

Those 

worried that the company might a n  out of ideas should visit 
Google Labs-a welcome 

assurance 

that more delights are close on the horizon, 

Equally lmpresslve on the innovation front, Apple unvelled a tremendous amount of new 
product in 2005, prompting pundits to speculate that the brand would soon flame out In 
exhaustion. (Just how low are our expectations?) The iPod shuffle, iPod nana, iPod video, 
Mat mini, 

and 

Tlger operating system all emerged From the busy Cupertino workshop this 
past year. 

Well 

below 

these 

two leaders but rounding out the top flve for Global brands are 
newcomer 

Skype 

and 

old favorites Starbucks and Ikea. 

Skype rapidly took off in Europe before being bought by eBay in September 2005. 
Launched in 2003 and headquartered in Luxembourg, 

Skype 

Is 

a voice over Internet 
protocol provider, which allows free (or cheap) communication between users over the 
Internet. Skype is not alone in the Field or unhindered for future growth; competitors 
include Google Talk, Vonage, and SIP; hurdles include Luddites. 
Europe &Africa: Nokia Dials Back (view results) 



brandchannel.com I brandchamel Readers Choice Awards 2005 1 Brands Rankings, Resea ... Page 2 of 5 

2 .:.:::.::.... .2 :.,:.: ...:. :, :...<, .-.; +<:,?. 
. . . . .  . . .  . . . . . .  . . . . . . . . . . . . . . . .  ...... . . .  Nokb- pulled back . 

. 

up to number one for 
Eucope & Afrita after 
stlpping in the past 
years from first place 
(2001 and.2002) to 
third (2003) and 
then Fourth in 2004. 

" ~ e f i ~ ~ ~ l " ~  {j$led as 
ad 8 # / . \  vaiue:in the  

: ...... ......,..... . ...,............ .... >,... ............................................... :..: ....... > .............. :.;.>:.,.: ....? company's literature, 
and it seems that Is what we ape seeing hgre. The :~nri%h- tet.&om and technology brand 
continues to domirta€e world mobile phoile saF&, followed~by Motorola, then Samsung 

and 

LG. 

Swedish retailer Skea has lurked at the number one or two s ~ a t  for the last four vears; in 
2005, it settles into the secohd spot behlncl Its eastern neighbor Nokla, fkea opened over 
20 new stores in 2005, he l~ fu l l v  showinq 410 million showers how to fill a space and . . . 

. 

budget with cheap ~candlnavian designe 

What's next for the home furnisher? Probably more store, more parking lot. But l P  Ikea 
wants ta- really rock our world, then we 

suggest 

an lkea hotel. Call it Hotell Gaspa, and 
allow Ikea lovers to indulge in a complete brand immersion. The Bible 

In 

the drawer would 
be 

replaced 

with the popular Ikea cataiogue; orders fot home delivery coutd be placed on 
the door handle alongside requests for next morning's breakfast. 

Assembling 

the bed 
before sleeping 

could 

be 

optional. 

New to the list this year and coming in third is Skype, which atso made the Global list at 
third. We placed Skvpe in Europe & Africa because, for the greater part of the year, k t  was 
a EUmbean comvanv and contiktes to  headouarter In ~uxembourct (eBav ~urchased it in 
September).  urnin in^ Skype Is still ringing bff the hook by the end'of Zb06, it will move 
to the US 81 Canada list. 

Finishing out the top five brands in Europe & Africa are Spanish clothing retailer Zsra and 
German 

car 

manufacturer BMW. 

US tb Canada: Apple Polishes Off Google on Home Turf (view results) 

>)( ;:. ...' ;.:..:..: :.... ......... . . . . . . . . . . . . . .  Apple. loses the battle for world domlnanee this year in 
our Global resulkbutsouftdly beats Google a t  home. 

lobalconteit, the two have shared top 
n the US & Canada results for the last 

Scooping third p?arce, starbucks continues to waft 
through our worldi. Weasked read,ers to choose those 
brands that had thelmost impact on them in 200Sj 

$ Starbucks is formany a daily rituhl, made:mre. 

( $/ / $8/ /J/ #/ noteworthy by the. cost and experience ofchoosing this 
.............. ,... ........................................................................ ................................. .i: retailer over the corner street vendor. 

Mega-retailer Target has been sinking since holding the first place position for 2001 and 
2002, before falling to second positlon in 2003 and then thlrd in 2004. In 2005, it queues 
up at fourth posltlon. Unique among other national retallers in its focus on deslgn, Target 
probably faces steep competltlon with the expansion of Ikea and Wal-Mart throughout the 
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US. 

American athlete and seven-time Tour 

de 

France winner Lance Armstrong brings up 

the 

tail of the top five brands. Armstrong joins craigslist and Whole Foods as new entrant 
notables who made the top ten for US 81 Canada brands. 

The 

Armstrong brand 

boasts 

an 
irresistible story of record-breaking success after the cyclist's death-defying recovery from 
cancer. A genuine 

specimen 

with no supplemental hype. 

Global Internet listing site craigslist (a 

possible 

omission 

from our list In previous 

years) 

perhaps placed so high in part due to a revived economy in 2005, causing 

users 

to flock 
online in search of jobs, employees, housing, or love, while natural foods 

chain 

Whole 
Foods reflects the commitment of those who are choosing organic, pesticide- and cruelty- 
free food production over processed Frankenfoods. 

Asla-Pacific: Sony Stays Steady (view results) 

splte press reports cfitlciting Sorry for;werythlng from 
odud to pr i i t i t id~,  the Japanese conrumere:fectronics 

maker femainssteadfast Inthenumber one positian for 
four of 

the 

five-years we've conducted thestudy. It is 
by 

fellow 

Asian competitors Samsung (a 
imes collaborator with Sony) at third and LG at 

Sarilsui'rg::(.wh~~h had. been hovering ln  the 

Toyota at :Second place this year. Year by 
a's increasing popularity can be traced to 

quality product across a range of price points and Ilfestyles, while its f ~ c u s  on hybrid- 
powered vehicles is gaining resonance with fuel-consdous consumers. 

Deposited a t  fifth place is the multinational bank HSBC, Hard to know i f  HSBC is chosen for 
good or bad 

impact, 

or something else @tirely-brand awareness 

perhaps. 

(The bank bas 
been on an acquisition 

spree 

particularly in the last five years, and i t is the third largest 
corporation in the world ranked by assets.) Large multinational banks are not often 
immediately loved, and it's not apparent that HSETC: has done anything to affect an IWti3ge 
other than that of impersonal corporate giant. That said, one's bank does have a big impact 
on one's life, and with more than 100 million customers, that could certainly launch HSBC'S 
balance to fifth place. 

Central & Latin America: Drinks Domlnate (view results) 

, . . . . . Flrst place Is Corona, chased down by Bacardi, among .. .......... %>.,. -..< ..,.. - ... ...... ...., . %.. Central and Latrn America 

brands. 

It's possible that our 
readers enjoy their drink, but more Ilkely, the two brands' 
dominatlon of the list each year reflects brand awareness 

: more thah impact. (Although too much of either brand 
coutd cause considerable impact In one's fife.) South 
America's brands may be strong at  home, but they do not 

t : always 

cross 

borders or rank high in neighbwlng 
I countries. Thls causes a bmad split or dilution when we 
j lump the countries under 

one 

regional heading. The 

J / j $7 * / 7 ! placement of Cwona and Bacardl may simply come down 
.. ...- - .... .-.. . . .. . : to strong recognition across a broader segment of the 

http://www. brandchannel .com/printqage.asp?ar-id=298&section=main 111 612008 
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voting population. 

Movistar, a mobile phone operator from Spanish firm Telefbnica, rlngs in at third place in 
our poll. 

Rebranded 

as movistar just last year, the brand took off rapidly, 

causing 

some 

to 
suggest it will burn out just as qulckly. Other voters seem 

delighted 

by 

the communication 
campaigns 

and 

optimistic about the brand's longevity. The support of any market is 
dependent 

on 

the brand's ability to deliver on the promise, which in the case 

of 

phone 
operators distills to service, service, 

service. 

Rubber sandal maker Havalanas slides comfortably into fourth place. A fashion trend that 
doesn't seem to end, the fun footwear has found a ptace In wardrobes worldwide. A rare 
brand that cultivates fierce loyalty despite 

being 

low-cost and nonexclusive. Mexican cement 
manufacturer Cemex falls to fifth place. 

Methodology: Who Decides? 

While it's true that our readers appear at first glance to  be easliy lured by shiny design, 
innovative technology, coffee, and booze, they should not be dismissed as a bunch of 
hyper-caffeinated gearheads. Year after year 

brandchannel 

voters identify brands that the 
mainstream world eventually catches 

up 

wlth; 

impact Is felt first by these early adopters. 

Over 2500 people from 99 countries voted in the 2005 poll, The greatest number of voters 
fell in the age 

range 

of 

26 to 35 year olds, with about a third more men votlng as women. 
Slightly more claim employment with actual brands as opposed to agencies. 

Respondents per region 

equal: 

2528 for Globab 1295 for Europe &Africa; 1158 for US & 
Canada; 841 for Asia-Pacific; and 508 for Latin America. 

Brandchannel 

conducts 

the study each year under the following conditions: 

Readers are instructed to vote for the brands that had the most impact on them that 
year. 
Impact is  defined as good or bad. 

(Bad 

impact might be a brand like Enron.) 
The study runs online and Is 

open 

to the publlc during November and 

December. 

Votes can be cast for up to five brand5 per region; 

respondents 

can only vote once 
per region but no sectlon is mandatory. 

We recommend an immediate cessatlon of all other distractions while you browse previous 
year results. 

Thank you to all those who voted. We salute our discerning readers and urge the rest of the 
world to heed the impending impact of their choices. 

[23-Jan-20061 
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Similar Search Results; 
Google Wins 
By Anthony Zumpano 

Google and Apple top the results of our 
Readers' Choice Awards-%ah. 
Surpns@d? We dsdn't thlnk so. But that 
doesn't mean it was business as usual 
tor either brand last year, Both launched 
new prmucls, made deals, and 
continued to innovate In ways that made 
the most impact on readers in 2006. 

Global: Bow to Your Google 

! Your top five: I 
1 1. Google 

2. Apple 
3. YouTube 
4. Wikipedia 
5, Starbucks 

I r> see the full msufts. 
.,.........p.....LC _..---.-........ 

Google hogged 

technology 

headlines and spread 

Its 
ubiquity (which is a nice way of saying "world 

: dominance") throughout 2006. The dust 

barely 

cleared 

! on its US$ 900 million deal with News Corporation to 
provide service to sites such as MySpace when i t  
purchased 

video 

site and 

workplace 

time-waster (as 

well as third-place finisher) YouTube for $1.65 billion. 
But 

perhaps 

Its most noteworthy brand achlevement 
last year was the addition of the verb "to google" in two 
major English-language 

dictionaries. 

(More valuable 

to 
shareholders was the stock price cracking the $500 
barrier.) 

Apple barely edges YouTube for the runner-up SIC& The company launched its flrst 
computers 

powered 

by Intel processors 

(as 

it phased out those 

by 

Motorola), 

the munes 
Music 

Store 

sold its 1 billlonth song, and so far, people haven't been 

chucking 

thelr IPods 
for the MicrosoR Zum. Apple CEO/deity Steve Jobs has (so far) survived an investigation 
concerning 

backdated 

options; 

similar scandals have 

felled 

several 

other CEOs, I n  2007 
Jobs plans to walk on water, 

which 

he will then turn into wine. 

Following 

Apple 

are two Readers' Choice newcomers: the ahrementioned YauTkJbe, and 
the spreading-like-Googie Wikipedia. The backbone of both brands is user-created 
content: one allows 

you 

to watch (or upload your own verslon of) a "Mentos eruption" 
that occurs when you slip the chewy candles into a bottle of diet cola, while the other 
details why this junk-food fireworks takes place. 

YouTube launched in 2005, and this year, with 20 million monthly visitors, 

exploded 

like 
Mentos i n  Diet Coke and was named Time's "Invention of the Year." And 

dld 

we mention 
that Google bought i t  for $1.65 billion in stock? 

Since its creation comparatively eons ago [2001), Wiklpedla grew slowly and steadily 
(pages in well over 100 languages, with more than 1.5 million articles on the English 
version alone) as it became the premier-if not always accurate-online 

research 

tool, 
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I n  a virtual tie for fifth place are perennial favorites Starbucks and Nokia, proving 
caffeine 

and 

cellphones haven't gone out of style, I n  2006, the 

java 

giant added more 
franchises In China and also branched into the entertainment business as one of the 
producers of the film Akeelah and the Bee. Nokia and 

Siemens 

AG created one of the 
world's 

largest 

network firms, called 

Nokia 

Siemens Networks, by 

merging their mobile 
and fixed-line phone network equipment buslnesses, 

Europe & Africa: IKEA Assembles a Winner 

1.  IKEA 
I 

2. Skype 
3. Nokia s 
4. Zara I I 
5. adidas t 

IKEA wrestled the top spot from Nokia, which slipped 
to third behind Skype. 

The 

Swedish-founded, 

Dutch- 
headquartered home-products retaller expanded its 
reach even further In 2006 with 16 new stores. W note 
was the opening of its first two stores in Japan; one 
grand openlng attracted 35,000 fanatics of furniture 
you assemble 

yourself. 

I n  2007 IKEA 

plans 

to open 24 
more stores, Including 

one 

in Tokyo 

and 

premiere 
locations in Romania and Northern Ireland. 

1 >> see t~ full ~ 8 s .  4 While 

we're 

on the subject of expandtng juggernaut 
i. .................. .. ....... - ...................... 4 brands, runner-up Skype doubled Its number of 

concurrent users last year to 8 million. The 
Luxembourg-based 

voice 

over IP (VolP) company, which was purchased 

by 

eBay i n  2005, 
is now supported by over 120 devices that run Windows 

Mobile 

software. (Steve Jobs 
acolytes 

were 

able to download the first video-enhanced 

release 

for Macs in October.) 
Some techies grumble that the code is closed-source, unlike competing protocol SIP, but 
Skype 

addicts 

don't seem to be complaining. 

Nokia staved off competition in 2006 by aggressively riiarketed its low-priced mbbile 
phones, but Its high-end N93 smartphone, which 

is 

packed 

with multimedia functions 
including the recording of DVD-quality video, won several 

awards 

and may well beat the 
iPhone to the punch when the latter is released later in 2007. Rounding out the Top 5 in 
Europe/Ahica are Spanish clothing retailer Zara and 

German 

apparel company adidas. 

US 81 Canada: Apple Shines Again 

: ....................... .... .... -,.. \.,....,.\,\ ................. : While Google kept its top Global 

ranking, 

Apple held on 

j Your top five: : to its number-one spot in North America. I ts notable 
2006 product releases 

Included 

the Intel -powered 
1. A$.:ple MacBook and MacBook Pro notebook computers, 

which 

f 2. YouTube , 
replaced Its three-year-old G4 iBook and PowerBook, 
respectively. The year afso saw upgraded iPOds 

I 
3. (::00gl0 ' including a revamped Shuffle that's teeny-less than 
4. Starbucks half the size 

of 

the original-and carries a $79 price 

5. Wik1ped.a tag, ensuring that few will be priced out of the privilege 
t 1 of wearing the familiar white headphones, 

< I > > ~ e e t t m ! u n m e .  : 
......................................................... t Though 

Apple 

hasn't yet taken credit (or blame) for it, 
the company is also 

responsible 

for the proliferation of 
products 

whose 

names 

begin with a lowercase i, even if they're not lPod compatible. (We 
wonder how many brand names in the early 20th century borrowed the cmsonant fmm 
Ford's 

Model 

T.) 

I n  kicking off 2007 wlth the iPhone and 

Apple 

TV (and despite those 
increasingly annoying "I'm a Mac ... I'm a PC" ads), the company, 

which 

altered its brand 
by dropping "Computer" from its name, will likely be a top contender in next year's poll. 

Considering Google's purchase of YouTube ($1.65 billion!), it's fitting that the two brands 
finished within a few 

votes 

of each other. While most people know that second-place 
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YouTube caught fire in 2006 because of the number and diversity of 

videos 

available, 

it 
should be noted that its popularity was driven by the technology 

under 

its hood, which 
makes videos as easy to upload as they 

are 

to play. 

Google is more than a Spartan but efficient search engine; it's a company that has 
developed and acquired many applications 

and 

products. 

Blogger, the popular blog- 
publishing system 

purchased 

by Google in 2003, taunched its latest version, adding new 
features and migrating users to Google servers. 

The 

coinpany 

released a mobile version of 
its Gmail, its free web email service that offers enhanced spam protection and a large 
storage capacity. (Oh yeah, and they bought YouTube-did we mention how much they 
paid?) 

Bean king Starbucks continues to enjoy a latte success. During the 12-month period 
between October 2005 and October 2006, the company opened 733 new licensed retail 
stores in the US. I n  line with its attitude that it's not merely a coffee brand (but rather a 
lifestyle brand that happens to sell coffee), Starbucks owns and operates the Hear Music 
franchise. Where the typical Starbucks outlet sells a few CDs within a coffeehouse 

setting, 

Hear Music locations feature listening stations and 

allow 

users 

to purchase, download, 

and 

burn custom music CDs (while downing Starbucks beverages, of course). 

I n  its first appearance 

on 

a Readers' Choice 

ballot, 

Wikipedia cruised into fifth place for 
the North America region. A boon to people for whom 

research 

meant sifting through 
Google-search results (or, at an earlier time, thumbing through the World Book 
Encyclopedia), this user-developed reference site is often a starting point for people 
looking stuff up. Time magazine named "You" its Person of the Year because of sites like 
Wikipedla (and blogs, YouTube, and Myspace), whose 

content-and, 

one can 

say, 
branding-Is 

enhanced 

and shaped 

by its users. The 

magazine 

also 

named Wikipedia 
founder Jimmy Wales one 

of 

the most influential people in the world, though it's more 
accurate to say that W~kipedia's users are the influential people in terms of the brand, 

Lat in America: A Toast t o  Beverage Brands 

....*.-.......-.\... -..I-.,,.--........., The top four Latin American brands maintain their 

Your top f ie: $ positions for the second consecutive year. As we 
I noted last year, Corona and Bacardi likely 
i 

1 , ~<>ro;l$ e , ; benefited more from brand awareness among our 
2, 8acaydi 4 ,i readers from outside the region than actual Impact. 

. (We could 

also 

conclude 

from the vote tally that our 
3. tp-$.;]v$$;g ) readers are more likely to imblbe beer than rum.) 
4. k-!i3vaianas P 

5. Birrlbs Z I 
I f  you own a cellphone in South America, It's likely 
that your service provider is third-place mavistar. 

: Though the brand's owner, Telefbnlca, Is based in f >>see the ~UII mutts. ' i . \ ....... ,.n,b..., ........... ,r ........ ...................... Spaln, movlstar has a huge (and growing) presence 
in other Spanlsh-speaking countries. (In non- 

Hispanic 

countries 

like Germany 

and 

the Czech Republic, Telefdnica operates under the 
0 2  brand.) Irl Peru, for instance, the brand expanded its client base 48 percent in  
2006. With fllp-flops becoming more acceptable as work attire (to the consternation 
and/or revulsion of some traditionalists), Brazilian 

sandal 

brand Havaianas steps into 
fourth place. Food conglomerate Bimbo, the owner of brands including Wonder Bread, 
came in fifth. 

Asia-Pacific: A Tale of Two Sonys 

I ...... ....... ' ..... 
I For perennial Asla-Pacific wlnner Sony, it was the : 
j Your top five: ; best of times, it was the worst of times. Garners 
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drooled at the release of the long-awaited 
PlayStation 3 game console, and Sony's digital camera, mobile phone, and fllm 
dlvisions (Taltadega Nights: The BaCfad of Ricky 

Bobby 

drove in $162 million wortdwide) 
were successful. But laptop users 

were 

Inconvenienced (or, in some cases, risked 
burns) by malfunctioning Sony-made 

batteries. 

Cornpanles Including Apple, Toshlba, 
Dell, and 

Lenovo 

recalled 

millions of these power cells, resulting in a second-quarter 
net-income loss of 94 percent. 

Toyota keeps on rolling as a dependable, safe, well-liked auto brand. 

Notable 

2006 
releases from the company, which also owns the Lexus and Scion brands, were the 
Belta (known in North America as the Yaris), a compact economy 

model 

that boasts 
gas mileage 

up 

to 40 miles per 

gallon, 

and the retro sporty/outdoorsy FJ Cruiser. With 
the rise in gasoline prlces, demand for the hybrid Prius reached 

new 

heights. And as 

if 
the slumping Big Three US automakers didn't have 

enough 

to worry about, CNN 
reported that Toyota 

is 

on target to become the world's 

largest 

automaker In 2007. 

Multfnatlonal bank HBSC cashes In at third place, its hlghest ranking ever. 

By 

Mid- 
2006 the money monolith overtook Citigroup as the world's 

blggest 

bank by assets, 
(That's $1.74 triltion, most of which is not invested in low-return certificates of deposit, 
we're sure.) I t  expanded deeper Into Latin AmellCa wlth the purchase of Argentina- 
based Banca Natronale del Lavoro and Panama-based Grupo Banistmo, the largest 
financial-servlces company in Central America, 

Closing out the top five are perennial favorites Samsung of 

South 

Korea and Honda 
of Japan. In 2006 Samsung 

was 

a leading brand In the competitive flat-panel TV 
market and also introduced the US, yet another answer to the \Pod. (Steve Jobs still 
sleeps 

well 

a t  night.) Honda not only maintained its market share as a manufacturer of 
cars and motorcycles (among other things), it continued to promote its humanlike 
robot, ASIMO, which 

took 

another leap 

forward-some 

would say 

"downwardm-when it 
unintentionally displayed human klutziness 

by 

falling 

down a flight of 

stairs. 

Global k b P a d n c  Centmi & lrtln A m k a  Europe Air- US 4 Condo 
1. Googlo 1. Sdny I. C o r o ~  1. ma' 1. Appb 

Generathrg the Results: How'd We Do That? 

Unlike other brand rankings that crunch financial numbers, the Readers' 

Choice 

poll 
measures brand impact according to brandchannel 

readers. 

"Impact" can 

be 

good 

or 
bad. For instance, Sony could have impacted you positively with its Playstation 3, 
negatively with a malfunctioning laptop battery, or both. 

The study runs online and is open to  the public during November and December. 

Votes 

can be cast for up to flve brands per region; 

respondents 

can only vote once per region 
but no section is mandatory. 

More than 3,600 people from 99 countries voted in the 2006 poll. The greatest number 
of voters fell in the age range of 26 to 35 year olds, with an almost equal number of 
men and women. 

Voters 

claiming employment with actual brands as opposed to 
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agencies was greater by half 

Respondents 

per 

region equal: 3,625 for Global; 1,595 for US & Canada; 1,420 for 
Asia-Paciflc; 1,358 for Europe & Africa; and 581 for Latin America. 

Track the results of your favorite brand through the years by viewing past results. 

A special thanks to all those who voted! 

Now that the 2006 results are in, what do you think will happen in 20077 Join the 
debate now! 

Anthony Zumpano lives and works in New 

York. 

Cl~pyrir~ht 6 ZOO1 . 2F08 brandchannel. All rights resi?rvisd. 
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7 .  Best Global Brands 

2007 H: ~ n k  Branc Country 
of origin 

Sector 2007 Brand 
Value !$TI\ 

Change in 
brand value 

e 
Eysnill#qnch 

HSBC I Z ,  

IZBa 
SONY 

3 PEPS/ 

ORACLE' 

Republic of 
Korea 

21 Samsung Consumer Electronics 

Merrill 
2 2 

Lynch 
Financial Services 

23 HSBC Financial Services 

?4 Nescafb 

25 Sony 

Switzerland 

Japan 

Beverages 

Consumer Electron~cs 

Beverages 26 Peosi 

27 Oracle Computer 

Software 

2s UPS Transportation 

29 Nike Sporting Goods 

30 Budweiser 

31 Dell 

Alcohol 

Computer Hardware 

32 JPMorgan 

, z, 3~ Apple 

Financial Services 

Computer Hardware 

34 SAP Germany 

US 

Japan 

US 

Sweden 

Switzerland 

US 

Computer 

Software 

Goldman 
35 

Sachs 
Financial Services 

Canon 36 Canon Computer Hardware 

?7 Morgan 
Stanley 

Morgan 

Stanley 

Financial Services 

33 lkea Home Furn~shlngs 

Financial Services 39 UBS 

Food 30 Kellogg's 

, . 

11 1 E,,:;: <;:,,,[,:<;i !<: ,>$::j:j >(;:?; 



A Ranking by Brand Value 
In terbrand 



4. Best Global Brands 

21.1 Sony Japan 
.- - !: Budweiser U S 
, f, / o  HSBC UK 

I:! Oracle 

i O  Ford 

21 US 

3L US 

7 ;  
0 .  US 

1 SAP Germany 

3 ' '  Canon Japan 

36 Morgan Stanley US 

3: Goldrr 

jE Pfizer 

.i? Apple 

10 Kellogg's US 

41 lkea Sweden 

4 2  UBS Switzerland 

4 .  Novar 

4 4  Sieme 

45 Harley-Davidson 

46 Gucci 

li' eBay 

48 Philips Netherlands 

49 Accen nuda 

50 MTV 

51 Ninte~ 

2 Gap 

' i  L'Orei 

5.1 Heinz US 

55 Yahoo! US 
,. ,. 
2u Volkswagen Germany 

:., ' f .. Xerox 

58 Colga 

59 Wrigl~ 

60 KFC US 

Consumer Electronics 

Alcohol 

Financial Services 

Computer Soft 

Automotive 

<-?rting Goods 

nsportation 

ancial Services 

Computer Software 

Computer Hardware 

Financial Services 

ancial Servi 

ware 

Nike 

UPS 

JPMor 

Tral 

Fin 

Ian Sachs Fin 

Phi 

Co 

ces 

IS 

jware mputer Harc 

Food 

Home Furnishings 

Financial Services 

srmaceutica 

rersified 

, ...tomotive 

tury 

ernet Services 

Diversified 

Cornpuler Ser1 

Media/Enterte 

tis 

'ns 

Swit 

Ger~  

I I$ 

zerland 

nany 

Phi 

Dit 

A,, 
"0 

Italy 

US 

ture Berr 

US 

3 n 

Ice 

Japi 

US 

Frar 

Consumer Electronics 

Apparel 

Personal Care 

Food 

Internet Servk 

Automotive 

lrnputer Har 

rsonal Care 

od 

dware 

Restaurants 5,350 5% 

51 Chanel France Luxury 5,156 8% 

62 Avon US Personal Care 5,040 -3% 

ti': Nest11 tzerland Food 4,932 

64 Kleen Personal Care 4,842 

- - Internet Services 4.707 1..- 

Swi 

US 

IIS 

Intc!ri,rar;ci.s Best Global Urnr!ils 2006 12 



Creating and managing 
b r a n  Interbrand As seen in Business Week, July 2005 

Bwim~Weelc/Interbrand rank the companies 
that best built their images-and made them stick 
BY ROBERT BERNER AND DAVID KlLEY 

AWERTlSERS WHO WANT M REACH THE Bublitz family of 
Montgomery, Ohio, have to leap a lot of hurdles. Telemnrket- 
ing? Forget it-the family of'fivc has Caller ID. The 

Internet? 

No 
way-they long 

ago 

installed 

spam and pop-up ad blockers on 
their three 

home 

computers. Radio? RudyBublia,47,hac non- 
commercial satellite 

radio 

in his car and in the home. Telwi- 
sion? Not likely-the family records is favorite 

shows 

on TWO 
and 

skips 

most 

ads. "The red beauty is that if we choose to shut 
ndvertising out,ure can:' Rudy says. "We call theshots with ad- 
vertiscrs today." 

The Bublit7~and other ad-rapping 
consumers like them pose an enor- 
mous challenge theby days to m a r  
keters trying to build 

new 

brands 

and 
nurture old ones. To get a reading on 
wluch brands are succeeding-and 
which aren't-take a look at the fifth 
annualBusineuWeek/Interbraud rank- 
ing of the 100 most valuable glohal 
brands. 

The 

names 

ha t  gained the 
most in value focus ruthlessly 

on 

every detail of their brands, honing 
simple, cohesive identities that arc 
consistent 

in 

every product, in every 
market around the world, and in every 
contact with consumers. (In the rank- 
ing, which is con~piled in partnership 
with brand consultnncy Interbrand 
Corp, a dollar value is calculated tor 
each brand 

using 

publicly available 

APPLE 
UBS 

"A?- ---. 

data,projected pro- s l~d  variables such as n~nrket leadership.) 
The best 

brand 

builders 

are also 

intensely 

creative in getting 
their message out. Many of the biggest 

and 

most established 
brands, 

from 

Coke to Mnrlbom, achieved their global heft 
decadesago by helping 

to 

pioneer 

the 30-second TVcornmer- 
cid. Rut it's a differentworld now. The 

monolithic 

Wnetworks 
have 

splintered 

into scores 

of cable channek. and 

mass-market 

publications have given way to special-interest 

magazines 

aimed ar 

smaller 

groups. 

Given d ~ a t  fragmentation, it's not 
surprising that tl~ere's a new generation of brands, 

including 

Arnazon.com, eRay, and 

Starbucks, 

that haw amassed 

huge 

globa! value 
with little traditional 

advertising. 

They've discovered new ways to cap- 
tivate and intrigue consumers. Now 
thc mc mdf are going to 
school iweinents of the 
upstar ing the new tcch- 
niques res. 

So 

how 

ao you mild a brand in a 
world in which 

consumers 

are in- 
creasingly 

in 

control 

of the media? 
The brands that 

rose 

to the 

top of our 
ranking all had widdy varied market- 
ing a r s a ~ d s  and wen: 

able 

to unleash 
different campaigns 

for 

di&t con- 
sumers in varied media almost simul- 
taneously. They wove messages over 
multiple 

media 

channels 

and 

blul-14 
the lines between ads and entertain- 

1 

THE BIG WINNERS 
High tech and financegot it right In this year's 

ranking. America's electronic flea market. eBay, has 
ended up on top, a few rungs above Apple. 

Samsung repeats from last year, as does HSBC. 
Join~ng the megabankis llnancial powerhouse UBS. 

Ire mature bx 
on the ach 

ts and adapt 
for themseh 

UM uM5 

55 
29 
20 
41 -- 
44 - 
OannL* .,... P ,  Uu-6C0 ~ ~ W ~ ~ S U B L Y  

BRAND 

EBAY 

HSBC 
SAMSUNG 

2005 B41W VALUE 

(BIUIONS) 

$570 
10.43 
14-96 
7.99 
157 

Z W 1  
BRAND VLLUE 

~ l l l O N S 1  

$470 -. 
8.67 

12.55 
6.87 
6.53 

PCllCDll GHINGC 

+21% 
t20 
+19 
+16 
+16 



As seen in Business Week, July 2005 

8MW is in tho fast-lane, proving 

that 

the right mix of engineering and 
15.886 '% Germany marketing can propel an auto makers' perfonnanm even in tough markets. 

17 16 ClSCO 

18 44 LOUIS VUITTON 

Partnered with Microsoft to tackle Internet securib 
15.948 '9'0 U.S. viruses. A new focus on small business is paying o 

rand limit dar 
ff. 

Wrth Uma Thurman promoting its hot new Monogram Cerises collection, the 
16'0n NA NA France vmrld's richest luxury bmnd sccms unstoppab!e. 

i% Japan 
Consumers can't get enough of Honda. Now it plans to boost an1 
American productton to 1.4 million vehicles by 2007. HONDA 

One big brand marketed everywhere, plus an oxplosiolr of wpular cell 
14*956 19% S. Korea phones, Is boosting sales d all its gadgets. 20 21 SAMSUNG 

21 25 DELL It has the biggest market share In personal computers and is nu 
' aggressively pushing prinlrs, Ws, and laptops as PC demand s 5% U.S. 

22 19 FORD Mustang is red hot. But SUVs and pickups, which had been top 
13'159 14'475 -% '"' money-makes. are cold, and eompetit~on hamme1 margins 

23 22 PEPS1 12.399 
Increasing emphasis on Diet Pcpsi a1 
advertking on the Super Bowl and 0 

24 23 NESCAFE Holding 11s own In the Starbucks era by offering rnuy-cu.vrlrin yrwl4;is suwl 
12.241 ll.892 3% Switzerland as Ice Java aatfee coolers, 

25 26 MERRlLL LYNCH 12,018 11,499 ! 
Its revamped retail brokerage busine 
the best performer In the Industry. 

26 24 BUDWISER 11,878 U,S. 
The Klng of Beers sputtered a bit in ~ U W ,  owlng ro comper~r~on Irom 
domesttc brewers and spir~t makers Bud is battl~ng baccc with nc 

rs truck profit 

nd Hispanic N 
wars is boost 

~arketing, plus 
ing bnnd gro 3% U.S. 

i% U.S. 
gly being recc 

.... 
?W products. 

3s easy. 

. .. 

10,887 10,935 0% U.S. I n n i n g  the 

battle 

for Peoplesoft, and two other acquisitions. w; 
Oracle now has to integrate all of those products and employees 

Top priority for Sir Howard Stringer, Sony's first ever gaijin CEO: gentng tne 
company's cansumer electronics biz back on track \ 
HSBC's three-year-old campaign, The World's Lo1 
dividends as i t  rebrands international acquisitions. 

While rivals branch out 

into 

hip 

hop. Nike focuses on athletics. The swoosh 
overtook Adidas as the biggest supplier of soccer shoes in Europe. 

Patent expimlions and a weak new-product pipeline 

hurt 

the 

No 
drugmaker's prospeds. A cost-cutting push vmdt cure those ail1 

Buying regional shippers and rebnnding them has enabled Brown to benefit 
from ex~losion in mail order and Net selllna. 

27 28 ORACLE 

28 20 SONY 
. , .  

29 33 HSBC 

10.754 12,759 -16% Japan 

al Bank." is p 
1% Britain 

30 31 NIKE 

31 29 PFRER 

10.ll4 9,260 9% U.S. 

5% U.S. 

32 NEW UPS 9.923 New New U.S. - 
33 27 MORGAN STANLEY Very publlc management turmo~l and the ouster of CEO Philip J. 

seriously damaged the tirm's sterling reputation. 

34 30 JPMORGAN JPMorgan Chase's venerable name has taken ~ t s  lumps as the bank struggles 
9'455 9'782 -3% to absorb its latest acqulsltlon, Chtcago's Bank One. 

35 35 CANON 9.044 8.055 1296 Japall Cdor copiers and top-notch cameras make Canon one of Japan's most 
profitable companies. Tenn~s star Marla Sharapova adds star quality. 

36 34 SAP 9,006 8,323 8% Germany The software giant ganed brand value thanks to In smart 
market~ng. but rival Oracle grabbed headlines wltt' tt lahewer. 

37 37 GOLDMAN SACHS 8.495 7.954 : Prestige and stability count for a lot, 
high-profrle management traumas. 

38 NEW GOOGLE Google spent 55 mill~on on marketing in 2004. a fraction of the 

totals 

spent 
8r461 New New by competitors Yet more people than ever go to Google to search. 

39 36 KELLOGOS 8.306 8,029 : Cereal IS up and acquired brands Ilk& Keebler and Morningstar F 
even more. International growth is strong. 

5% U.S. 

nmt ion and 
I its Peopleso! 

en other firmr 
7% U.S. i have especially wh 

:arms are up 

40 38 GAP 8,195 7,873 ID/o U.S, Sarah Jessica Parker Couldn't fend off lackluster sales in 2004. Now the 
clothier IS bett~ng on remodeled stores to move more merchandise. 

41 43 APPLE 7,985 With iPod-mania showing no signs of abating. Apple's brand is hottw than 
ever. That's giving a lift to Mac sales and sets the stage for new offerings. 

0 U.S. 

42 40 MEA 7,817 7,182 9s Sweden The Swedish fur~i~lure giant mtlnues to bomt sal 
and aggressive geographic expansion. 

43 NEW NOVARTIS 7,746 New New ,.wit2UInnd A heavy advertiser, it r&n ads dwingthe Super €?a 
search adwrtising. 

es through SN 

NI and is Wg i~ 

?art design 

i Internet 

44 45 UBS 7.565 6.526 16P/o Switzwland Its global bnnd strategy is winnine new customers for private wealth 
management business. 
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RANK 
2004 / 2 

COUNTRY 
OF 

OWNERSHIP 

2003 
BRAND 
VALUE 

$MIL LIONS 

PERCENT 
CHANGE 

ClSCO 

BMW 

HONDA 

FORD 

SONY 

SAMSUNG 

PEPS1 

NESC, 

BUDWEISER 

DELL 

MERRILL LYNCH 

MORGAN STAN1 

ORACLE 

PFIZER 

J.R MORGAN 

NlKE 

MERCK 

The networking behemoth used slick TV ads and key acquisitions like 
Linksys to extend its reach. 

The Bavarian auto maker is powering higher sales with a raft of 

new 

models from the sleek 6 Series sports coupe to the X3 bal: 

1% U.S. 

Germany ,y suv. 
ial Toyota in Overtaken by Nissan at home and falling further behind ri\ 

the U.S. market. Japan 

-15% U.S. 
Ford is trying to make quality 'llob One" 

again 

after an embarrassing 
run of glitches, but leery consumers haven't 

yet 

regained trust. 

It was late to the LCD TV boom, and the PS2 video game console is 
slipping. Worse, rival Samsung is in Sony's 

face. 

-3% Japan 

known just l 
e Korean CON 

Ianese 
tnly cool. 
- . .  

No longer 
brands, th 

for undercutting the prices of big Jar 
nsumer-electronics dynamo is sudd~ 16% S. Korea 

Targeted marKetlng and ads 

abroad 

with stars 

like 

soccer icon uavla 
Beckham have enabled the No. 2 cola 

maker 

to steal 

some 

of Coke's fizz. 2% U.S. 

AFE It's still the world's favorite instant coffee but even produci 
Java struggle against hip upscale brands like Starbucks. 

The growing global low-carb trend has left Bud flat. 

Plus, 

it's under at- 
tack from bulked-up and feisty rival Miller. 

:s like Ice 
Switzerland 

0% U.S. 

U.S. 
With its reputation for low prices and fast 

delivery, 

Dell COI 

leave competitors in the dust. 

A painful overhaul is behind it. Now the retail brokerage is back in 
hiring and expansion mode. 9% U.S. 

LEY 11.49 U.S. 
The investment bank's reputation is rising along with mergers and 
stock 

issuances. 

its specialty. 

The database-software business is up, but CEO Lawrence 

Ellison's 

fight to buy rival Peoplesoft makes 

Oracle 

look like a corporate raider. 

The pharma industry's powerhouse, with 11 products each expected to 
top $1 billion in annual sales this year. 

-3% U.S. 

2% U.S. 

7% U.S. 

13% U.S. 

-6% U.S. 

The marquee investment bank had a solid year, and now can extend 
its reach with its $58 billion acquisition of Bank One 

Corp. 

With allegations of sweatshop operations behind i t  and a growing soc- 
cer 

line, 

Nike rules the athletic market. 

The drugmaker has tried to bolster its lineup with more partnerships. 
but patent expirations and research flops still pinch. 

33 37 HSBC 

34 35 SAP 

35 39 CANON 

36 38 KELLOGG'S 

37 41 GOLDMAN SACHS 

38 36 GAP 

39 NEW SlEMt 

40 43 IKEA 

41 44 HARLEY-DAVIDSON 

42 40 HElNZ 

Britain 

Germany 

Japan 

U.S. 

After snapping up Household International in 2003, the "world's local 
bank" is making inroads in the U.S. market. 

Its establishment image and sharp marketing have helped 
in  a volatile software market. 

SAP thrive 

. . Hot digital cameras and printers boosted sales. 

Next 

up: 

an expanaea 
line of 

sleek 

color copiers. 

Jumping on the low-carb bandwagon has kept Kellogg's cereal 
business crackling. 

U.S. 
With record profits, i t  remains one of the most 
on Wall 

Street. 

prestigious institutions 

U.S. 

Germany 

Sweden 

The retail chain has revived its brand with fresh fashions and celebrity 
endorsements. 

INS 3 New New 
The Munich conglomerate behind everything from phones to power 
plants is seeing a payoff from years 

of 

global image building. 

The 

Swedish 

home furnishing chain is now pushing cheap chic fur- 
nishings as far as Russia and Asia. 

U.S. 
The motorcycle icon has lowered seat heights to woo women and 
trimmed prices, but production limits put a brake on growth. 

U.S. Despite wacky colors and cute ads, it's proving hard to boost value in  
foods like ketchup and beans. 

The iPod c 
consumer 

43 50 APPLE 6.871 5,554 jigital music player gave 's coolest br 
electronics hit of the ye 

44 45 LOUIS VUITTON 6,602 6,708 

-2% 

France 

It has a hot Murakami line and Jennifer Lopez in its ads, but is Vuitton 
getting over-exposed? 

U.S. ! one of tech 
a r. 

ands the 

August 2,2004 1 Businessweek 169 
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THE 
GLOBAL BRANDS 
Businessweek and INTERBRAND tell you what they're worth 

W 
ireless phones. Consumer electronics. hlemury 
chips. 

Could 

you pick three tougher lines 

of 

hnsi- 
ners to be in light now'? Somehow. with just such 
a portfolio. Samsung Electronics Co. m?na@d to 
more than double its profits in the most recent 

qu-11-trl: to $1.6 billion. 
How? Once a humdn~m manufacturer of commodity elcc- 

trnnics largely snlrl under other companies' 

names. 

South 
Korra-basatl Samqune is rear)inu the rcwa~rls of moving ae- 

one that posed an impossibly stylish woman in blue mtkenp. 
yellow 

nail 

polish, 

and ost~ich feathers next to one 

of 

its ~v 
monitnls. This year, it plans to spend $200 million on ads fo- 
cused on the company's prvniise to provide a "DigitAll Ex- 
perience." That's an attempt to h i ve  home the link between 
Samsung's new upscale 

image 

an11 the lifestyle its custo~iiers 
crave, says Eric B. Kim, cxccutirc vice-presidcnt for global 
marketing npe~ations. Says Kim: ' T u s  is our first attempt to 
be at the lead in~ edge rather than beinc a follower." 

marpns. It has mrcstrd heav~ly 
to pmhce  cuttI~g-eiige deilgns. 
frum flat-panel TY monitors that ployees are questioning whum 
can be hung on 

walls 

like 

paintings 

to an elegantly thin I1v1) 
player. The company 

moved 

up the memoly-chip plice chain 
to sell mom tlevices to rideu pme makers. Anrl it became the 
No..? pmrlucer of 

cell 

phones. 

with a premium-priced 

line 

that includes handsets with color screens. 
But just as critical as the turnover in pmduct was the face- 

lift S ~ m w n g  gave its bland. Last year, it tmk a first stab at  
c reat in~ a new image with visually arresting ads such as 

they cun trust. the ability of a familiar brand to deliver 
proven 

value 

Howl: stlaiyht to the bottom line. If, shaken by 
the plummeting stock market and concerned about the sent- 
rity of their jobs, consumelr. start cutting back on spending, 
they're more likely to stick with names they know thev can 0 

rely on. "When a brand earns our trust, ure not 

only 

repeat 3 
our purchases, but we also tell all of our fiienrls about it." : 
says Davirl Martin. U.S. president of New l'ork-based In- P 

terti~.;~ncl (:orl~.. ;I pioncclmp hrilnrl concokant that teamed lip 
xntl~ Ri,sz~rwxlli,,,l; to cr?,ltr our second annual 1;inklnp of the 
most valuable global brands. 

Brands orually aren't listed on cnrporate halance sheets. 
but they can go further in determining a company's 

success 

than a new factory or technological breakthrough. That's be- 
cause nulfuring a stlonE brand. even in bad 

times, 

can allow 
companies to c u m m d  premium 

prices. 

P~uveyon of pmducts 
ranfiing fiom Burl\veiser heer to HJIIV cars 

have 

heen nhle tn 

noniic cl~rnatc, i t 's 110 si~r])risc, thcn, that .I!, out rif thc 11111 
h~anrls on our I~st-and 7 ot tlir top I&-fcll I n  rillue tl11s 
scar. That coml~arcs with 41 that dropperl in valuc in our 
2001 ranking. Some of the hardeat-hit hrands represent in- 
dustries-telecommunications. finance, travel, and lunury 
goods-that have 

been 

bodyslammed by the downturn. 
Take 

Boeing 

Co., urhose ambitious blxnd-influencing ef- 
forts-frum advertising to reloczztinting its headquarters from 
Seattle to Ch i caphe lped  put it on the list last rear at .% 

kreb .&ulnCI uithout socc~~mhiny to thc hillion. h it September 11's rlrvastatiny 
pncing pressures of an ~ntenrely promo- impact 

on 

air ~IBI .CI  almost instantly put 
tional enrimnment. A strong h~and  31~0 on hold alrlinre' pl.~ns to expnnd their 
can open the door when hmwth tlepen~ls fleets, cao.;~ny Ilor~ny's hard-rv~~n hr;tntl 
on brez~kine into new markets. Stnrt~lsks r ; ~ l ~ ~ e  to nlunee 275 this ve:~r. to S.. bb- 

1 C O C l  
2 MICE 
3 IBM 
A cr 
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. - 
Corp.. among the fastest-gro\ring brands, R A N K  BRAND 2002 B R L N D  lion- billion dollars ofv&e wiped out. 
recently set up shop in Vlenna, one of Eu- VALUE (SBILLIONS) Still, some companies compounded thc 
rope's cafe capitals, and says 400 of ~ t s  69.6, prnhlems of a down economy with man- 
pkmned 1;?00 new store upninps this year a ~ e m e t ~ t  missteps. AT&T plungell YO% in 
uill be overseas. 64.1 value, losing its place among the top 10 

To sort out which global brands are brands. The company spent hundrerls of 
holrling their p u n d  ant1 which are crum- !'!:?, millions 

on 

ag~mssive, youthariented ads 
hting. Interhrnnd and E ? L * ~ ~ P $ R ~ V P P ! ~  CIP- 41.3 and upgraderl the range of licenser] prod- 
ated a ranking of the top 100 by 

dollar 

ucts that bear the A T ~ T  name in ordl-r 
value. The list 

by 

Interbrand, a unit of to shed its s t o d n  Ma Bell 

image. 

But it 
Onmicom Group lnc.. is 

based 

on the idea didn't deliver enough exciting new prml- 
that strong bmnds have the power to hR ucts and services fast e n o u ~ h  tto sell cus- 
sales and earningx, lnterhland attempLs tomers an a "new" ATGT. 
to f i ,qre out how much of a hoost 

each 

t\niid the earnage. though, many cum- 
brand dclircrs, how stable that boost is 26.4 panics found ways to arld value to thcir 
likely to he, anrl houv much those future hrands. Sams~lng was easily the fastest- 
earnine are worth todny. The value 

that 

24.2. growing. i t s  value rising an estimated 8 0 1  
is 

assigned 

is 

strictly for the products with 21.0 to $8.3 billion. While Coke continues to 
the brand on them. not for o the~s sold by struggle to get  back its rhythm in the 
that company. Thcrcfom, Coca-Cola Co.- udcd- sunrsurdllu LVIV.. I r ~ U ~ K . I I  h s e  & Ca. U. S., its sales arc still growvinp in the clc- 
ewily the top b r . d  wain this year, ~ 6 t h  a veloping worlrl, huttresserl hy a strong 
ralue approaching $70 billio-is tanked just un those prod- 
ucts carrying the Coke 

name, 

not 

Sprite or Powe~nde. 
Because Interbrand relies on a ligolnus an;~lysia of c&.h 

flows rather than mere consumer perceptions to calculate 
brand values, 

changes 

in the business 

climate 

or a category's 
economics 

can 

11ave a rtrong inlpact on those values. An 
economic downturn can erode values 

even 

among 

companies 

that have resisted the temptation to cut marketing budgets, 
slash 

prices, 

or compromise on quality. 

In 

May's perilous em- 

global marketing effort behind the Mrurld Cup. Thus, Coke 
eked out a 1% gain, adding $700 million in brand value. De- 
spite losing some highly publicize11 battles in the courtlnorn 
over its tobacco liability, 

Philip 

Moms Cus. saw its venerable 
Blarlhoro hrand push into the Top 10, adding 10% to its val- 
ue. The company used deep pockets to sque r7~  rival brands 
out 

of 

prime display positions in stores. 
Other v;innels exploited their strong btxnds by hunching 

e.xtensions into new p d u c t s  and ute6wries. ?Iw often. new h- 



2002 
BRAND VAL1 

$BILLIONS 

I 

2001 
JE BRAND VA 

SBILLION 

I 

PERCEN 
iLUE CHANGI 
S 

I 

IY  DESCR T COUNTI 
E OF 

OWNERS - 
3ldUb d l  IIIIIOVdLIUII, ~ I I U  d U I ~ I I ~ Y  alllance that put Buzz L I ~ I I L Y E ~ ~  UII ce- 

+3 US, real boxes, 

renewed 

the brand's relevance. - 
Still a fash~on must-have, part~cularly ~n Asla, but sales iemlc 

0 France because of post-September 11 travel decline. 

HIP 

*.-,.- 

have 

been 

ar 41 LOUIS 
- 

I I '^" "ls delivered on theme, "The best-run e-businesses run SAP." The 
Germa~ rre maker benefited from , ablished suppliers. 

ionable performance in a ;et that is exhibiting almost no 
Japan 1. And it's gaining on Xer~ 

Resonant brand benefited from the weak 

economy, 

whicl 
Sweden tomers willing to assemble their own tables. 

Innovations keep coming, like lemon-flavored Pepsi Twis 
challenge is a consumer shift to bottled water and juicer 

Masterful job of selling Baby 

Boomers 

on 

a symbol of yo 
+13 ful rebellion. 

Phenomenal 

success 

of 

The Osbournes shor has its spark 
I u . w u  -8 w . 0 .  fn"nlnately, the ad market is dead. 

-. 

)graded its re d added new 
:rust, and Qu 

1 2  SAP 

A rear 
growtl 

a flight to est 

1 3  CANON camera mark 
~x in copiers. 

i made more CUS- 

t. But bigges 

16 HARLE' Y-DAVIDSOI 
- 
uth- 

U.S. 

1 1  C 

high-margin 

YS MTV still I 1 7  MTV . Un- 

U.S. 
market, but 

cts like P-Zo 
the chain uf 

ne. 

Twisted 

( 
1 8  PIZZA HUT 

( lntrod n Lnlclten, new 

Chicken 

iwrster sanawich, and res 
I rants co-branded with cor~orate sibling Pizza Hut. 

uced Popcor 

- 
s and w iMac coulc t weak 

sales 

desigr IS. 

Trying ro ooaae 11s stodav image. wlrn ala~ral and h~ah-speeo coplers 
a fina 

st a slow 

star 

i O  APPLE U.S. 
ln't overcomc to consumer 

. But 
U.S. 

- 
ncial cloud li 

-> - 
ngers. 

Italy 
ngoing allure of lead desi gner Tom For ,d could offst 

53 ACCEN In liglri UI rorlrler pdrerli ntlrtur nrtueraelrb r a t . ,  nccer~iure's branding I r l l -  

tiative looks like sheer brilliance. U.S. 

inovations l i l  

Sun still leads in servers, but n h the implos 

54 COREP 

i5 KLEENI 

i6 SUN 

because of i r  te Kleenex TI 

nust deal wit ion of the on 

ations kept the Wrigley's I Can "functional" produck 
U.S. 

wand fresh. I 

, shine? 

- 
s like EY'S cleaning gum add further - 
old- 58 REUTE ,rs lost considerable grour I Britail 

1 f-chinned image and Door servi 
I Reute erg as customers fled its 

:hpaste/mout 
in other pro( i9 COLGA U.S. 

A tool / share 
hwash comb1 
juct areas. 

3 and other r led offset sli l 

t in Europe t 
tougn consumer-electron~cs markets and lackluster U.S. rnarketlng. 

The king of chocolate, cookies, and baby 

food 

is eating up U.S. ice c 
NIA Switzerland with Drever,s. 

)ut weak in P lorth Americ; 
. .  . .  

3, this brand 
. .  . .. - was 

dogged 

. . .  

- 

62 AVON 
- 

E 
- 

64 C H A N ~  
- 

E 
- 

E 
- 

t 

E 
- 

I I I 

., ,. I A makeover of its sales 

force 

and product lines boosted 

U.S. 

sales. 

E 
has stumble( 

igns of prom 
. .. 

j with its for; 

ised synergif 
rowth has slt 

3y into retail 

!s following n 
,wed. 

sales. - 
and i3 AOL U.S. AOCs 4- nerger with T ime Warner, 

subscrlber g 

erfume and fashion icon held its own i n  a tough global econom 

1 NIA 1 
-12 

- 

lominates lin 
to use its m i5 KRAFT eup stretchir se to salad d 

uscle to get e display. 

I Nn 1 ~n yogurt outside the U.S. and No. 2 in water, 

Danone 

is well-p 
j to benefit from health worries. 

t the ad slump, Yahoo needs to prove i t  is relevant 
)ecome more experienced at browsing. 

U.S. 
i g  from chee 
the best stori 

ressing, and isn't 

i6 DANOFl 

i7 YAHOO 

osi- . - 

Forge 
they t + U.S. 

to consumer 

i8 ADIDA! 

i9 ROLEX 

r, but still ha 
th. 

atch in bad t 

5 l itt le appei 11 among trer 
Hispanic you 

There's nothing lik I sw~tzerland 1 wait. 
.e a classy wi imes. But im proved sales must 

I I I I - I 

Data: Interbrand Corp., J.P. Morgan Chase & Co.. BusinessM 
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Top 100 Brands 
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int. %I.: 9 

Prior U.S. CI.: 26 

United States Patent Ofice 
Reg. No. 1,078,312 

Registered Nov. 29, 1977 

APPLE 

Apple Coaputer, Iac (Ca1ifom.a corporation) 
20863 Stevens Cnek Blvd. 
Cupertino, Calif. 95014 

FOC: C O M P U ~ R S  AND COMPUTER PROGRAMS 
RECORDED ON PAPER AND TAPE, in CLASS 9 
(U.S. CL. 26). 

First use during April 1976; in commerce during April 
1976. 

Ser. No. 124444, filed Mar. 25.19n. 

0. T. OLYNN, Examiner 



Int. CI.: 9 

Prior U.S. Cl. : 26.38 
Reg. No. 1,114,431 

United States Patent and Trademark Office ~,;t,a Mar. 6, 1919 

TRADEMARK ' 

Principal Regiater 

Apple Computer, Inc (California corporation) For: COMPUTERS AND COMPUIER P R O G W S  
10260 Bandley Drive RECORDHD ON PAPER AND TAPE, in CLASS 9 
Cupcrtioo, Calif. 95014 (U.S. CLS. 26 and 38). 

First me during January 1977; in commerce January 
1977. 

The mark consistp of a silhoudte of an apple with a 
a bite ,removed. 

Owner of Reg. No. 1,078,312 

Ser. No. 162,799, .filed Mar. 20, 1978. 

1. TlNGLEY, Examiner 
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